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Entrance to the Republican Convention Hall. 


The chief interest of the people of the country is 
centered on 


PHILADELPHIA, 


for next week the Republican Presidential and 
Vice-Presidential nominees will be selected... .. 


THE RECORD 


will be the foremost paper with the thousands of 
visitors as it is with Philadelphians. 


A GOOD TIME TO USE BIG COPY. 
GET OUR NEW CARD FOR CHANGE IN RATES. 
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It 1s well to 
Remember 


that you can cover 
Brooklyn thoroughly by one of those 
big cards, 16 x 24 inches, in each of the 


Brooklyn “L* 


cars—cost is less than $4.00 per day, 
and you get the 


ONLY REAL 
ELEVATED 
RAILWAY 
ADVERTISING 
ANYWHERE. 


A smaller card is lost in such large cars, 
but in the Brooklyn “L” your ad must 
be seen, read and remembered. We are 
the originators of real “L” advertising. 
We are still away ahead of all others, 
and propose to remain there. 


GEO. KISSAM & Co. 


"PHONES : ar2 YZ , New York 
ot 253 Bro adway, ew York, 
Main 1081. 35 Sands St., Brooklyn. 
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PSYCHOLOGICAL EXPERI- 
MENTS IN ADVERTISING. 


Cleve. 
The success of modern advertis- 
ing is based upon the responsive- 
ness to suggestion inherent in the 
human mind. All advertising is 
suggestion, direct or indirect, con- 
stant or momentary. It works upon 
the simplest principle of psychol- 


By George B. Van 


ogy, viz. that the mind _al- 
ways acts under the influence 
of its store of knowledge. To 
add to and to ferment this store 


of knowledge i is the mission of ad- 
vertising. The most useful factor 
in this form of suggestion is the 
law of association. We associate 
black with night, the yoice with the 
face, and the principal elements of 
an advertisement with the article 
advertised. It is this law of 
sociation that gives the trade-mark 
or symbol of the product its ad- 
vertising value. 

The operation of deducing ideas 
from elements may be made simple 
or difficult. While the little child 
is considering the five elements or 
letters of the word black, one by 
one, the trained mind has made 
its deductions at a glance, and has 
traveled on and associated the 
idea with night and all that is 
dark. The sugge stion contained in 
the word has instantly drawn upon 
the trained mind’s accumulated 
store of knowledge; with the child 
it is quite different. While the 
elements presented to both were 
the same, the operation in the two 
minds is quite unequal. 

The advertisement or suggestion 
formed into a whole so as to admit 
of association, instantly accom- 
plishes its mission, while the adver- 
tisement that requires an analysis 
on the part of a few or all is a 
circuitous route, and a poor ad- 
vertisement. 

Association 


as- 






similarity is a 


by 
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more rapid and 
than association by 
Like suggests like, 
small mental effort. 
We readily associate a 
with a wagon, while the 


ation of an ox with a pneumatic 


simpler process 
contiguity. 
and requires 


horse 
associ- 


sulky depends wholly upon ac- 
cident of time or place. 
he advertisement that admits 


of instant association with the 
article advertised, and carries with 
it suggestion strong enough to 
create a demand or supplies an ex- 
isting demand, accomplishes its 
mission upon determined psycho 
logical laws. 

The question now arises as to 
how the advertiser can stimulate 
the mimd of the public to a constant 
recognition of the trade-mark, or 
symbol of the commodity which he 
is advertising, and how he may 
best establish a strong association 
in the mind of the public between 
his advertising and the article he 
wishes to keep before the public. 

Every advertising man has his 
own views as to what constitutes a 


good advertisement, fulfills in a 
general way the above mentioned 
conditions, but there has never 
been a thorough effort made to 
determine what general form of 
advertisement most nearly ap 
proaches perfection in attracting 


the attention of the public, and 
having attracted that attention, 
makes the most lasting impression. 

A keyed advertisement is usually 
a reasonably fair test of the ad 
vertising value of a_ publication, 
and is, within limits, an indicator 
of the value of certain types of ad- 
vertisements. The results, how- 
ever, are so influenced by the lo- 
cality in which the publication cir- 
culates, the standing of the publica- 
tion itself, the financial condition 
of its readers and a variety of other 
conditions, as to render them al- 
most valueless as giving any light 
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combined results of the three other 
types of advertisements. 

In the second series, conducted 
to determine the ratio between the 


sexes, the advertisements used were 
all of the uniform size of one- 
quarter of a magazine page ; one 


advertisement of each type was se- 
lected, and the four pasted upon 
a sheet of paper the exact size of 


the magazine page. The ratio be- 
tween the sexes was as follows: 
Male. Female. 
By Relevant Texts..... 667 553 
By Irrelevant Texts.... 152 122 
By Relevant Cuts..... 166 249 
By Irrelevant Cuts.. 186 244 
In this tabulation the ratio in- 
dicates that the women were at- 


tracted more frequently by the cuts 
than the men were, and that the ir- 
relevant cuts gained their recogni- 
tion fifty-eight times in excess of 
the men. 

In looking at the general results 
of this second series, it will be 
well to bear in mind that the ad- 
vertisements used in the first series 
were of various sizes, while in 
the second the aidvertise- 
ments were of a uniform size and, 


series 


it is to be supposed, the four dif 
ferent types had an equal chance. 
The general results were: 
By Relevant Texts...... 1,220 
By Irrelevant Texts..... 274 
By Relevant Cuts....... $15 
By Irrelevant Cuts..... 430 
The conditions in the first series 


were different, but we find the pro- 
portions to be almost identical 
with the proportions maintained 
in the second. 

As before stated; the advertise- 
ments were given five trials each, 
and the results of each trial were 
kept separately to ascertain which 
type of advertisement gave the best 
results as one’s familiarity with it 
increases. The tabulation of the 
five trials is as follows 





Ist. 2d. 3d. 5th 

Relevant Texts.... 222 250 2% 7 35 
Irrelevant Texts ... 227 41 41 55 5 
Relevant Cuts ..... 203 196 171 149 127 
Irrelevant Cuts . 182 132 98 76 51 
In this tabulation the relevant 
texts show a gain of 129 in five 
trials, the irrelevant texts a gain 


of 29, while the relevant cuts show 


a loss of 76 and the irrelevant 
cuts a loss of 81, in the five 
trjals. 

Relevant text advertisements 
preponderate all through the ex- 


periments, as is shown by all three 


on the question above noted, 
the value of certain types of ye 
vertisements. 


3y “certain types of advertise 
ment,” I aim to distinguish be 
tween ‘reading matter,” ‘display,’ 
“cuts,” ete. 


Through the courtesy of Prof. 
Harlow Gale, Professor of Expe 
mental Psychology in the Univer 
ity of Minnesota, and the kind a 
sistance of Mr. R. N. Day, a fi 
low student, I am enabled to pz 
sent the results of a long series of 
experiments which it is hoped will 
throw some light upon these ques 
tions. These experiments wi 
carried on under the personal 
supe rvision of Prof. Gale. Every 
effort was made by both the pr * 
fessor and reagents to obt 
scientifically unprejudiced result 
while every care was exercised to 
eliminate errors. The work was 
undertaken with a view to making 
an addition to the literature upon 

“attention” as exemplified by ad 
vertisements. It is not to be sup- 
posed that these experiments will 
have a direct bearing upon the effi 
cacy of all types of advertisements, 
nor will they necessarily prove that 
one type of advertisement will sell 
more soap than another. The ex 
periments and such deductions as 
seem of value are simply presented 
for the consideration of readers of 
this article. 

The method 
was as follows: 

The reagentsor subjects who par- 
ticipated in the experiments were 
members of the senior class, from 
twenty-two to twenty-eight years 


experimentation 


of age. Four students, two women 
and two men, acted as reagents 
during the entire course. These 
students were selected as being 


representative types of the readers 
of the better class of magazines. 
\dvertisements were divided into 
four types or general classes, 

1. Relevant texts. 

2. Irrelevant texts. 

3. Relevant cuts. 

4. Irrelevant cuts. 

Relevant texts were those con- 


sisting entirely of reading matter 
that was relevant to the article ad 
vertised, simply a dissertation upon 
the merits of the article unaccom 
panied by any catch phra or 
cut. The irrelevant texts were 

















the reverse, and depended upon a 
striking ci atch line of some descrip- 
tion to attract the attention and 
force the mind to recognize the ar- 
ticle advertised. The relevant cuts 
corresponded to the relevant texts 
in their character, being cuts hav- 
ing a direct bearing upon the article. 
Irrevelant cuts are of too familiar 
a type to require any explanation. 
The advertisements selected ex- 

mplified the four types mentioned. 
The magazines used from which 
to obtain the advertisements _ 
Harper's, Scribner’s and the Cos- 
nopolitan, 

The student who was to act as 
reagent in a particular series was 
placed in a totally darkened and 
eee room, with the page 
or sheet of advertisements— 
containing one of each class—at 
about the normal reading distance 
from him. An incandescent light 
of one-half candle power was so 
arranged that it could be controlled 
from outside the room. The light 
was then turned on for a fraction 
of a second, the reagent making 
note of which advertisement of 
the four attracted his attention. 
The duration of the light was reg- 
ulated by experiment to give 
him just a glimpse of the magazine 
page, similar to the glance he might 
give in running over the advertis- 
ing pages of a magazine. Each ad- 
vertisement used was given five 
trials, and sometimes over 6,000 
experiments were made. In _ the 
first series entire pages were select- 
ed from the magazines, and the 
space that the advertisements oc- 
cupied was not balanced. Out of 
the first series of 3,000 experiments 
the reagents’ attention was attract- 
ed as follows: 


By Relevant Texts..... 1,479 times 
By Irrelevant Texts.... 321 
By Relevant Cuts...... 533 
By Irrelevant Cuts..... 556 


Leaving III experiments in 
which no results were obtained. 

In this series the contrast be- 
tween relevancy and irrelevancy in 
the text advertisements is decidedly 
marked and greatly in favor of the 
relevant texts, while the proportion 
between relevancy and irrelevancy 
in the cuts is quite evenly divided. 
The general result is decidedly in 
favor of the relevant textadvertise 
ments, they having gained recogni- 


PRINTERS’ 





INK. 5 


tion 1,479 times out of a possible 
3,000, or 69 times more than the 
tables. Table three demonstrates 
that they improve upon repetition ; 
the same 1s true of irrelevant texts 
in table three, while the cuts of 
both types fall off in interest. We 
have also found that in table two 
the cut of both types gained the 
attention of the women more often 
than the men. 
a 
A BOSTON CURTAIN. 
_ A correspondent writes: A magnif- 
icent new drop curtain in the Tremont 
rheater, Boston, has on the side facing 
the audience a painting entitled “The 
Gathering of the Flowers.”’ The scene 
represents a district in Bretagne, France, 
in the midst of an immense field of car 
nations with figures of Breton peasant 
girls gathering the flowers and putting 
them into baskets. In the background is 
the shed where the work of sorting the 
flowers is carried on. At the bottom of 
the curtain, in inconspicuous letters, are 
the words: The Birth of Perfume. 
Gathering French Carnations for ‘Par- 
fumerie Ed Pinaud.’” There is noth 
ing cheap tawdry about it. The art is 
faultless and the realism strong. Each 
day or evening that the two thousand 
veople who sit in front of the curtain 
see this painting means two thousand 
vivid impressions carried away in their 
minds of Fd Pinaud’s perfumes, made 
of the finest flowers. 
~~." 

Tett the “defects of your goods oc- 

casionally. It’s a good way to create 





confidence in your business. 
Oe 


ILLU STRATE D WANT AD. 





WANTED, YOUNG GENTLEMAN OF THE 
METHODIST PERSUASION, 











A STREET MONSTER. 


INk’s Boston 
follow 


One of PRINTERS’ 
correspondents sends the 
ing sketch : 

Mr. J. T. Mitchell, president of 
the Boston & Salem Willows 
Steamboat Company, is a great ad- 
mirer of the Little Schoolmaster. 
He says he has found it invalu- 
able in advertising the steamboat 
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the number of people which they 
can carry. 

His unique methods of advert 
ing startled the other competing 
excursion lines, and they had to 


hustle to look to their profits. On 
of the best features of his street 
advertising last season was an 
enormous tricycle, which, covered 


with gay signs advertising the 
Salem Willows Line, was propel! 


ed about the streets first by eight 





— 














excursion business of which he 
is the head. Mr. Mitchell is a 
firm yp esend in all kinds of pub- 


but his specialty is street ad- 
Last year his advertis- 
with this line nearly 


licity, 
vertising. 
ing methods 


doubled the traffic, and more 
people who wished to patronize 
the line were turned away than 
were accommodated, owing to the 
fact that steamers, unlike street 
cars, haven’t always ‘ room for 
one more.” There is a limit to 








men mounted upon it and later by 
a small engine and boiler. Phis 
attracted a great deal of attention 


and whenever it stopped a crowd 
collected to view the monste1 It 
was so big that it got in the way of 
the fire apparatus and trucks and 
caused no end of excitement and 
fun whenever this happened. The 
newspapers printed paragraphs 


about it and whole factories would 


turn out when it passed the doors 
to watch it. 














REACHING RETAILERS. 
Let us suppose that you make hats. 
Your problem is to get the story of 


your hz a. before the people who se ll hats 


to the people who wear hats. “he rea- 
sonable, logical way to do this is to put 
your story into the publication which 
will re: — your man when he has the 
subject of hats on his mind. That pub- 
ication is the trade journal devoted to 
hats. The man who retails hats takes 
the hat trade papers. He takes ys 
because he finds in them information 
necessary to him. He finds facts that 




















he has to know in order to do his busi 
ness properly and successfully. When 
the paper comes to him it finds him 
thinking about his business. He picks 
it up and reads it in a busine way 
The advertisements in it are valuable to 
him. They are of just as much interest 
as anything in the paper. He depends 
upon them for information as to what 
to buy and where to buy it. There can 
be no better time or no more favorable 
circumstances under which to a proach 
him with the facts about your goods. 


Current Adz 


ertising. 




















tat 


tif ae is 
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h | O newspaper in America is 
making more rapid prog- 
ress in the favor and 


confidence of its readers and 
advertisers than the ....... 


DES MOINES 
DAILY NEWS 


The Des Moines News published 
4,989 more classified advertisements 
during the first four months of 1900 
than any other lowa daily. Its Satur- 
day edition publishes more “Wants” 
than any lowa Sunday paper. This 
superiority of patronage is due to 
superiority of service. 

The Des Moines News is never 
sold to subscribers on credit, but 
always for cash in advance, hence it 
reaches the Azghest class of cash-pay- 
ing readers. 

Advertisers report from three to 
five times as large returns from the 
Des Moines News as from any other 
Iowa daily. 

Every advertiser in the Des Moines News 
ischarged the minimum yearly rate of four 
cents per agate line, or 56 cents per inch 
for display space, each insertion. Want 


advertisements, one cent a word, each 
insertion, 


f 7 5000 Circulation Guaranteed. 
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ADVERTISING A PATENT 
BUSINESS. 


BEST MEDIUMS IN VARIOUS CITIES— 


LARGE ADS FAILURES—MECHAN- 

ICS GRE ATEST_IN INVENTORS. 

Mr. S. W. Richards, secretary 
and treasurer of the Inventors 


Finance and Investment Company, 
in the American Tract Society 
Building, gave an interview the 
other day regarding the advertis- 
ing of his concern. 

“Funny thing about this matter,’ 
began Mr. Richards, “is that large 


7 Patents. - 

















Our “‘Inventors’ Hand-Book”’ telis all 
that’s worth knowing about Patents and 
how secured 1 cost. Send 
for Hand-Bs Ww. : FIi- 
NANCE & INVESTMBNT co. — 





FREE ADVICE ON PATENTS 











cap. Tract Society Blde.. New York 
idvertisements proved absolute 
failures. May be that as this is 


a professional business the public 
are afraid of a firm that advertises 
very largely, or rather whose ad- 
vertisements are larger than those 
of other advertisers in the SAME gy 
line. Or it may be that our 
advertisements appeal to thinkers, 
all that is necessary is to jog their 

thoughts in our direction. In md 
vertising retail lines, strong argu- 
ments are necessary to pound ideas 
into the average person’s head, but 
in advertising to people full _of 


PATENTS 22% 


HAND-BOOK 
SENT FREE. 

Patent Office sesrches made 
No fee charged for advice or e 


as 


without charge 
assista 


WINS GY 


___ FRAT SOCBUILING COWS) TEINS. 


ideas all that is necessary is start 
these ideas going with the sugges- 
tion contained in a small ad. At 
any rate, our books show that ten- 
line ads have brought us larger re- 
sults than fifty-line ads. 

“In New York City we use the 


classified columns of the [Vorld, 
Journal and Herald. The World 
is by all odds the best medium. 
In it the ad is never changed. It 
is a strong ad, containing the es- 
sence of what we wish to say and 
we believe in pounding with it. 


The purpose of our advert'sing is 
to get in touch with people suff- 


WR 


ciently interested to send for our 
handbook. 

“We have advertised extensive 
ly in out-of-town daily papers. In 
Philadelphia we used the /nquirer 
and Press and received the best 
results from the Jnquirer. In Bos 
ton we used the Herald and Globe 
and found the Globe best. In Chi 


cago we tried the Tribune and 
Times-Herald and_ received the 
best returns from the Tribune. We 
also used the Detroit Free Press 


the Pittsburg Dispatch, the Bal 
timore American, the Atlanta Con 
Stitution, the St. Louis Globe 
Democrat and the Rocky Mount 
ain News in Denver. 

“We believe in newspaper ad 
vertising rather than in magazin¢ 
advertising, as the newspapers g¢ 
to men and the magazines t 
women. As women take less than 
three per cent of the total number 
of patents issued it is more profit 
able to appeal to men. 

“What class of men get out the 


- PATENTS. 


INVENTORS’ HAND-BUOK, FREF. 
Patent Office searches made pote yea — 
charge ivic’ or 


istance 


PACT SOC BUILDING 150 NSSAY SENN. 


most patents? Oh! mechanics by 
a large majority. Railroad em 
ployees, such as engineers, track 
men and section men, think out 
a large proportion of the ideas pat 
ented in their business. Printers 
too, are very prolific in ideas; tools 
were not invented by printers. 
“We intend trying a select list 
of country newspapers. We did 
not do much business through our 
newspaper advertising in large cit 
ies outside of New York, which 
may be due to the number of pat 


ent solicitors in all large Ame 
can cities. For that reason we lo 
forward to large returns through 
the country newspapers. What we 


are trying to do is to teach pe 


who think they have something 
worth patent:ing—to induce the 
to send for our little handbook 
which explains all that need 
explained,” and Mr. _ Richards 


handed me a neat eight-page and 
cover booklet which, as he said, 
seemed to cover the ground pret- 
ty thoroughly. A. McDonatp. 
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CITY 








The Evening Wisconsin. 
MILWAUKEE, WIS. 

“The publication which is most valuable to 
the publicity advertiser is the one who: 
readers subscribe for it because they want it 
a | are willing to pay the full subse iption 


price for it. There are plenty of such pub 
lications for the advertiser to use through 

1h ver all his best possible 
Cc tdvei J | perience ; May, 


L900. 
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In Nashville the Best is 


THE BANNER 


t 
| 
n 
K 
1t 








“i The advertiser who puts his 
ne money in this clean, family news- 
oat paper never complains of results. 
to Over 95 per cent of its circulation 
‘d is delivered by carriers to the 
he homes of its subscribers in Nash- 
po ville and surrounding towns. 








It is read and believed by the 
people who buy goods. Tir Ban- 
NER is the only Nashville news- 
paper that tells its circulation, and 
backs up its statements by allowing 
advertisers the privilege of examin- 





ing circulation books and records 
at any time. It guarantees in writ- 
ing that its circulation is more than 
double that of the ‘Nashville 
American.” Its advertising col- 
umns are more liberally patronized 
than those of any other newspaper 
in Tennessee. 
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. ‘ The Banner’s Circulation for the Month of April 

‘AL ; 

= | $/ averaged 16,500 daily 
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iture.—Advertising Experien 
INE t is the basis of an 
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PRINTERS’ INK’S BABIES. 


THEY EXPRESS THEIR OPINIONS OF 
rit AMERICAN NEWSPAPER _ DI- 
RECTORY. 


\ number of journals devoted to 
the art of advertis ng, whose opin- 
ions on the subject within their 
confines frequently carry consider- 
able weight, are issued in the Unit- 
ed States. It is not often, how 
ever, that one finds unanimity of 
yiew or estimate in the judgments 
expressed in these various publica- 
tions. The fact that such an in- 
frequent condition obtains in the 
notices of the American News- 
paper Directory, reproduced be- 
low, makes those notices partic 
ularly interesting. These papers 
represent ¢ all classes of the adver 
tising world, and the judgments 
they express indicate the general 
trend of opinion among adver 
users THE ADVISOR 

The Advisor, of New York, is 
the voungest of the advertising 
journals, but certainly no one 
would be able to ascertain that 
fact by looking at the publication 
itself But perhaps, after all, 
ad les scence and vitality go well to 
gethe This is what the Advisor 
says of the American Newspaper 
Directory in its May issue 

The latest edition of the American News- 
paper Directory: ppeared in March, and in 
augurates the thirty second year of this pub 
lication under the control of George P. Row 
ell. Since June, 1897, the Directory has ap- 
peared four times a year, the quarterly 
revisions making it possible for a newspaper 
publisher to have his latest circulation re- 
rort promptly inserted if such a course 
seems to him advantageous. The system of 
frequent revision, together with the prac 
tice of retaining ‘In the dese Tiption of the 
paper former estimatesand circulationstate- 
ments covering a period of from five toseven 
years, permits latest vircnlations to be 
promptly shown. Taking 1,000as the adver 
tiser’s nnit of value, and avoiding a waste of 
time on the details of circulation in cases 
where an average issue of 1,000 is not claim 
ed, the editor of the Directory finds onlv 
about five thousan d publications with which 
he must deal. The book is sold for $5 cach 


issue or $20 by the year. 
The Advertising World, of Co 


lumbus, O., is one of the brightest 
of the “Printers’ INK Babies.” 
Its specialty is the advertising of 
retail merchants, a field it covers 
with rare skill and judgment. Of 
the An ercan New Paper Direct 
ory the ldvertising World ex- 
Presses itself as follows ‘n_ its 
April number 

The March edition of the American News- 
Paper Directory inangeurates the thirty see 
ond year of the publication under the con- 


tr lof George P. Rowell. For rearly three 
years the Directory has appeared four times 
a year in order to give more frequent 
changes for circulation figures. These fig 
ures are ready evidence of rising or falling 
circulations. Taking 1,000as a basis of cir 
culation, Mr. Rowell finds that there are 
about 5,000 publications whose cirenlaticns 
exceed that figure, and it's not difficult to 
keep track of them. There may be difficult / 
sometimes in getting circulation rating, but 
where accurate circulation figures are fur 
nished the Directory willingly gives such fir- 
ures. The Directory ts sold for $35 a volun 
or 820 ayear. 

General Information, issued at 
Binghamton, New York, has for 
its specialty helping mail-order ad 
vertisers by giving them addresse 
where articles may be obtained, in- 
formation concerning media, an 
similar matters. helavanatinn's 5 
convictions concerning the Amer 
ican Ne wspaper Directory are set 
forth as foliows in its May, 1900, 
issue 

The latest edition of the American News 
paper Directory appeared in March. It 1 
1 peg quarterly at 10 Spruce street, New 

rk, Y., at $5 per issue. A newspaper 
dire Tu ta is something that every advertiser 
and publisher should have, as itisina great 
measure a guide to circulation, although it 
is not and does not pretend to be infallible. 

Pointers, issued at Kansas City. 
Mo., devotes itself to the news of 
the local journalists. It is ex 

llently gotten up, and appears to 
be well calculated to interest the 
people in whose interest it is 
printed. In its Apr-l, 1900, issue it 
indicates its opinion of the Amer 
ican Newspaper Directory in these 
words 

The March number inaugurates the thirty- 
second yearof the American Newspaper Di 
rectory under tho control of Mr. Geo. P. 
Rowell, by whom it was established. Since 
June, 1897, the Directory has appeared four 
times a vear, the quarterly revisions making 
it possible for a newspaper publisher to have 
his latest circulation report promptly in 
serted if such a course seems to him ad 
vantageous. And we would like to say right 
here, that if publishers generally appreciated 
the numberless instances where a corre ct, 
up-to-date report of their papers prove etther 
directly or indirectly beneficial to them, that 
they would more earnestly co-operate with 
the editor of the Directory in making its cir 
culation statements reliable. We have rea 
son to believe that the Directory is consulted 
more freely by business men than many 
newspaper publishers suppose, and its influ 
ence must be considerable. The importance 
of seeing that their publications areaccurate 
ly reported should appeal to all and be acted 
upon accordingly. 


The Rhode Island Advertiser 
issued at Providence, is the young 
est but withal a vigorous journal 
for advertisers. One of the sub 
jects upon which the editor of the 
Rhode Island Advertiser has def- 
inite opinions is the value of the 
American Newspaper Directory. 
as the following clipping from his 
May, 1900. issue serves to indicate: 
The Rhode Island Advertiser acknowledges 
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recelpt of the latest edition of the American 
Newapaper Directory. Its report on newspa- 
per circulations is the best obtainable, and Is 
of value to all general advertisers; perhaps 
the only mistakes in quoting circulations is 
made by theirsystem of taking a publisher's 
w rdasthe circulation of his paper. If the 
Directory will now add a special Hst or a 
special mark for those papers who show cir 
culation books to advertisers or who prove 
circulation by showing their books and giv 
ing a detailed list of the newsdealers who 
h: + the paper, the Directory willincrease 
fully fifty per ¢ ntin value to those who are 
buyingvirculation, The Providence Telegram 
has been claiming and getting creditin this 
Directory for a circulation of 34,000, but re 
fused to show its books to the Directory 
peop'e when asked, and has also refused lis 
best local advertisers the same request. The 
Tvlegram has less than one quarter what it 
vlatms, so the value of the Directory in this 
one Listance is proven to be useless, although 
perhaps not the fault of the Directory, buta 
fault in its system of quoting circulations. 
The Directory tells you the size, cost, etc., of 
every publication in this country with a 
claimed circulation of over 1,000 copies. This 
book is issued quarterly, five dollars cach is 
sue or twenty dollars by the year. 


The Pacific Editor, issued at 
Stockton, Cal., 1s an interesting 
publication whose field is indicated 





by its title It is well thought of, 
not only within itsown boundaries, 
but outs de as we I] Its ideas con 
cerning the American Newspaper 


1) rectory may be learned from the 
quotation belo 


The March issue wl the American Newspa 
per Directory, published by George P. Row- 
ell & Co. at 10 Spruce street, New York City, 
is in the hands of its subseribers, and ts bet 
ter, if possible. than any that has heretofore 
been issved, Country publishers who fur 
nisha plain, signed statement of clrenulation 
have notrouble in getting the rating they 
areentitled to in the American Newspaper 
Directory. an oceasional plaint from some 
poubl'sherissuing from 4'; to5'. quires tothe 
contrary notwithstanding. 








> 


Profitable Advertising, of Bos 
ton. is about the best journal in 


its line. id c mbines a_ beautiful 
tvpographical anpearance and ar 
tistic appearance with excellent 
ed'torials and articles. Miss Kate 





i Geieweld, to whine dc snd 


persistence the present standing of 


this publication is due, is to be 
peal se ated upon the results ac 
complished in a field where the 
most strenuous efforts frequently 
come to naught. The Americ 
Ne wspaper Directory wasgiventhe 
owing notice in the May, 1900 
aaa of Profitable Advertising 
A new issue of the American Newspaper 
D rectory, nublished by Geo. P Rowell 
(o., New York, is alwavs examined with 
more or less interest by both newspaper 
publishersand advertisers. The former don't 
look much further than their own publica 
tions, and then occupy the remainder of the 
time preceding the next issue in making 
strenuous kicks about the clireulations ac 
eorded them; but the latter—the advertisers 
examine it more thoroughly, and there 
isn’t much donhbt that the majority of them 
base their estimates on the Rowell ratings. 
The March number of their Amcrican News 


paper Directory has recently been published, 
Itought to be inthe uandsofevery advert.ser, 
The Carton Caveat, issued 

monthly at Chicago, calls itself 
the ‘publishers’ counselor.” — It o¥ 
cupies a field distinctly its ow: 
discussing advertising que 
from the standpoint of the ne 
paper publisher, whom it frequ 
ly warns against the acceptan 
business from certain quarters 
whence money is not likely to b 
forthcoming. It contains a_ large 
amount of advertisng of news 
papers for sale, situations wanted 
ete. Its opinion of the Amer 
Newspaper Directory may be dis 
cerned from the following notice 
in its issue of April 15, 1900 

The latest edition of the American News 
paper Directory appeared in March and in 
augurates the thirty second year of this pub 
lication uncer the control of Mr. Geo. P, 
Rowell, by whom it was established in the 
year 1869, being the first effort ever made to 
ascertain and report newspapercireulations. 
Since June, 1897, the Directory has appeared 
four times a year, the quarterly revisions 
making it possible for a newspaper publisher 
to have his latest circulation report promptly 
inserted,if such a course seems to himad 
vantageous, Thesystem of frequent revision, 
together with the practice of retaining tn t've 
description of the paper former estimates 
and circulation statements covering a period 
of from five to seven years, not only permits 
latest circulation gains to be promptly 
shown, but also demonstrates whether it is 
growing or falling off, whether a publisher 
habitually furnishes a frank and truthful 
statement or habitually avoids doing so 
also whether a publisher’s statement has 
gained general credence or is regarded as of 
doubtful worth. Taking 1,900 as the adver 
tiser’s unit of value and avoiding a waste of 
time on the details of circulation in cases 
where an average issue is 1,000 is not claimed 
the editor of the Directory finds only about 
five thousand publications with which he 
must deal, and these his system of quarterly 
revisions enables him to keep well in hand 
The book is sold for five dollars each issue, 
or twenty dollars by the year. For twenty 
five dollars the subscriber becomes a mem 
ber of a confidential information bureau en 
tiling him frequently as he may desire to 
ask and receive answers to any questions 
concerning the character of anv paner de 
reribed in the book and eredited with acir 
culation of more than a thousand cop'es 








The Mail Order Journal of Ch 
cago is carefully read t! 
large and increas'ng cla vh 
business is conducted through th 
post. Its editor is an at 
en the topies upon which te 
which gives his op‘nion onit 
Of the American Newspaner D 
rectory the Wail Order Journal 
in its issve of Apr 15, 1900, h 


Mr. Geo P rt owellin 18 9.8 A ye ee ph 
Heation, is published quarterly since 

This chance from an annual to a quarterly 
publication is highly appreetated by all a 
vertisers, as it enables them to secure latest 
elrenlation reports and to learn all chances 
Fvery mail order advertiser desirous to oh 
tain rellable information regarding news 
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papers,their real circulation and the ter 


for its newsp per information, but for is 


ritory they cover, Ought to subscribe to this geographical and statistical information, 


only rellable Directory It is the safest 
guide of advertisers who want to know 
what circulation they buy. 

One hears nothing but 
words of Agricultural Advertising, 
ssued by the Frank B. White Co., 
of Chicago. It is one of the best 
edited of the advertising journals, 
covering a field more or less neg 
lected by most of the others Ort 
the merits of the American News 
paper Directory the editor of 
Agricultural Advertising has a 
high opinion, if the following 
notice from his April, 1900, issue is 
to be taken as an indication 
The March issue of the American News- 
paper Directory inaugurates the thirty-sec 
ond year of this publication under the con 
trol of Mr. George P. Rowell. As usual, the 
Directory {s a complete survey of American 
newspapers—or as complete as it is possible 
tomake solong as so many publishers insist 
upon hi ling their lights under a bushel. of 
the upwards of 22,000 publications entered 
in the Directory only about 5,000 are credited 
with a circulation exceeding 1,000, 


The Billposter er Ny Adver 
tising is a New York publication 
covering a field daily becoming of 
greater and greater importance to 
advertisers The Billposter pos 
sesses Opin ons on 
strictly w_ethin the 
specialty, as the 


9 l 
Poor 


subjects not 
lines of its 
following notice 


of the American Newspaper Di 
rectory, taken from its issue of 
May, 1Qoo, shows: 


The latest edition of the American News 
paper Directory appeared in March and in 
anguratesthe thirty second year of this pub 
Heation under the control of Mr. George P 
Rowell. by whom it was established in the 
year 1369, being the first effort ever made to 
ascertainand report newspaper circulations. 
Since June, 1897, the Directory has appeared 
four times a year, and is sold for five dollars 
each issue, or twenty dollars by the year. 
For twenty-five dollars the subscriber be 
comes a member of a confidential informa 
tlon bureau, entitling him, as frequently as 
he may desire,to ask and receive answers to 
any questions concerning the character of 
anv paperdescrited in the book and credited 
witha clrenlation of more than a thousand 
copes. Not only is the Directory valuab‘'e 


YUALITY AN 


An advertiser 





THE 


lt is first in news, 


and first in the he: 
of Indianapolis and 


circulation 
PERRY LUKENS, 


Over F 


Jr, Eastern Rey 


INDIANAPOLIS PRESS 


too. It gives ina nutshell facts about a city 
which every advertiser wants to know and 
which is seldom found in such a concise 
form. It is indispensable to advertisers. 
Perhaps no man is more widely 
known or more highly regarded 
in the advertising world than Mr 

Artemas Ward. Besides being 
the advertising manager of Enoch 
Morgan’s Sons, manufacturer 
of Sapolio, Mr. Ward edits and 
owns a bright little monthly de 
voted to hago“ n street cars 
in particular, called Fame. In the 
May. 1900, issue of Fame Mr 
Ward thus gave vent to his ideas 
concerning the American New 
paper Directory: 

The care with which the American Newspa 
per Directory is edited, the inflexibility of tts 
methods. the opportunities for exact know 
ledge enjoyed by its publisher and thecom 


prehensive scheme of the work make it al 
most indispensable to the general advertiser. 


A POSTER MONOMANIAC. 

Advertise in the papers and some 
people see your ad. Put it on the bill 
hoards and everybody sees it ‘hey see 
it because they cannot help it It con 
its them ten, twenty, thirty times 
ery quarter—localities 
separatel, on every hand, it 
shrieks aloud from board, gable and 

Pt erage : 

















ter of persons 
no interests 
are advertised 


A 


in cor 






on the | red that every 
crusty i be a 
fountai he merits 
of the preachers 
decry with such evils of 


the theater with entered 
one? t is beca rds give 
them all the nec rv information, and 
the ladies. How could they sneak with 


such authority on the merits of chewing 
tobacco witho ut the aid of the poster? 
The Billboard 
7 
“Cast your bread upon the waters” 
is aptly illustrated by the returns which 
are reaching many advertisers from long 


since forgotten me ums. 


D QUANTITY 


te Sail, Se 
gets oul mn 
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homes 
irts of the people 
Indiana. Paid 
’, 000 daily 


first in the 


resentatis Tribune Bidg., New nk, 
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Office of Cuicaso, UL, June 
“Tue WEISER SIGNAL } PRINTERS INt 
Wetser, Idaho, May » 1900 Mabie, Todd & Bard did a neat 
) f Pri | of advertising recently in Ch 
the ri each one tthe ,200 cens n 
Y : itor emerged from the cens 
has * fter being sworn into service 
he | in handed a circular advertising f 
you . pens, ng that a= special { 
mine the case of th the Would be given to enumerators t 
tal tment ur census, which upon inquiry wa 
pinion in PRINTERS to be ten per cent s the gove 
mail you marked copy of the Sigi furnished no pens or ink, and s 1 
ntaining a ment of the case to Necessary to the enumerator, a f 
I do not believe * er No. 14” pen being the t to carr r 
be construed to depri ¢ oe lea was a winner 
I 
ie ecimcttioGess of a Che advertising of the Chi 
econd class pr s I seem to be a winne 
tlicts with the rights y the publishers he 
tblications : ill not sers are Living it ice W 
rt ving jurisdiction was stated around town that the 
I base my opposition of the ap h Wee Serred fos the purpose prin 
of the ruling to the Sig) in t se hoodooing Dunlop's new paper, t 
| the press, and that tl 
ued = thirty-six hours afte 
thought of in order to head Du 
Nevertheless the Press see! 
making arrangement to live 
Start 1t was printed on the 
plant, but now has a Potter & 
ichine, et« Its typog phic 
Ince miserabl« ( H. < » 





in one ing 
be har TT 
yr 
fee 
in 
ed by this idea 
Respectfully, H. Tt 
-~ “o- 
IN BOSTON 
Boston, Mass., June 
Editor ms. 
The Office t 
newest handy i 
heing applied it Geo. Warren 
its application street, is the publisher The 
us matter to the toins a directory of busine 
the whole land. office buildings, alphabetical 
mifications would and a copy is hung at the « 
half the business every office building in the 
f journal the lobbies of the nostoffice It 
a large amount of advertisir 
I 
ONE EXCEPTION TO THE RULI ‘oie 
"It is uid that the memor of the IF you want business in t 
public is mighty hort However this the century, you m1 g fte 
may be. a man rarely forgets the store “end-of-the-century”’ manne 
where he has been treated unfairly sland Advertiser. 





+> 
ING rit 


DOW'S VALU} 





CHicac Tune 
, L’RINTE IN} 
! eT seeing 
PRINTERS’ INK tou 
ts 1 practice of 


with sh 
should 
cards, etc 


apparent! 


price 




















SHOW | 


ur 


he Foreman Shoe Company's 


H 


























PRINTERS’ 


PUBLICITY PROVERBS. 


White’s Sayings, the bright little 
advertising journal issued at Se 
attle, Wash., runs a department 
called Rusty Mike’s Diary, from 
which the following observations 
are taken: 

Difference of opinion as to which is 


the best advertising medium makes a 
job for many a poor advertising so 
licitor. 

It doesn’t cost any more to have the 
right kind of an advertisement in the 
advertising space. This is a secret. 

Untruthfulness in advertising is a 
good deal like a rubber band—it 


stretches so far and breaks. And then 
some one gets hurt. 


There is much gained sometimes by 


advertising in fake schemes. It is 
called experience. 

It is wise to be truthful in your ad 
vertising—you get more credence for 
your lies in the store. 

Your friends will tell you that your 
advertising is good—especially your 
newspaper friends. 

There are several clothing stores in 
t West that Preacher Sheldon might 
try his hand on, in the advertising line. 

h, what joy he would have! 

As long as people will pay to have 
their pictures printed, we will have 
special editions—10,o00 guaranteed and 
100 printed. 

It is often easier to pay for an ad 
vertisement than to make it pay for 
itself 

Ability counts for more than exper 
ience and it seldom’ gets’ exper 
ence of the odorous nature. 

The man who can figure out a scheme 
of advertising that will make the busi 


ness man send for a life insurance agent 
has a life-long income. 
man who tries to do something 


The 


startling in his advertising generally 
loses sight of trying to make the ad 
vertising profitable 

The man who advertises hats should 
insist on a strong headline. 

The actual cost of advertising de 
pends direct'y on the kind of advertis 
ing matter put into the advertising 
space 


HI APPROPRI ATION. 














merchants may each be doing a 
s of $50,000 a year One may be 
| in appropriating 10 per cent, 
nay not be good policy for the 
exceed 2 per cent Whatever 
the appropriation may be, arrange it to 
ten ver an entire year is im 
s prepare a campaign with 
nce of success from it unless 
Your apnropriation governs 
erything No matter how small it may 

eC, vé object should be to make it 
good investment After your appropria 
s heen made the rlan must be laid 
t. | detail must be considered 

1 rranged The success of the ad 
vertisir lepends almost entirely on the 

plan hzwva n.. #.) len rat. 
—<s 

ADVERTISING in a paper of unknown 
or doubtful circulation is like buying 
a lottery ticket. In cither case the 
chances are highly in favor of losing. 
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Lewis P. Dester was a can- 


vasser for THE SATURDAY 
EVENING POST. He went 
to Manila, and took with 


him a few sample copies and 
a little advertising matter. 
handed 


These he 


of 


to some 


the Americans there. 


This suggested the idea of 


embarking in the news 
trade. After having been 
there about a month, he 
writes: “I am going to be 
able to establish a good 
business. Up to the 
present time the most 


popular publication is THE 


SATURDAY EVENING POST, 


for which I am placing a 
weekly order with the San 
Francisco News Company. 
As soon as we get domestic 
postal rates here I shall do 
a big business.” 

A thousand — subscriber 


a week has been the 


aver- 
age from California for the 
past month. Is the Post 


on your Autumn list ? 


THE CURTIS PUBLISHING CO. 


PHILADELPHIA 
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AMES THAT BOTHER HIM POSTAL CARD PLAN. 












La SALLE, Illinois, June 2, 1900. The 1 by one of 
Editor f Printers’ INK: er houses 
The Little Schoolm: postal 
had a sensible excerpt card is 
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should be 
kept for circularizir 
an inquiry is rec 
a book kept for fir 
the repl rest 








1s trar 

but if not, a s 

and figure (one) is 1 
name. Should 














resolene, 


stine, an 
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ON ILLUSTRATION ed in our If vou are 1 
- ane "un , please notify us on this rd 
New Haven, Conn., June . ” Ls iS car 
eae I: e will not bother vou further 
, PRIN s foes 
, ot etters 
7 hy t ; Thanking you in advance, we 
er that é ery truly yours 
le partic 
> ] 
c 
e its ng es P 
tion 1 1] Tt 
it1o sa ec ile 








rine . aig “yA | 
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ONE MAN’S PLAN. 
a at weites Here is a 
tradepulling ad 
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sh to re ‘ g. 
‘ t edium is the best advertising 
re hem togcther —_—_——_—__+e> —____ 

embodying. as vou g lone ir own STRANGE BUT TRUE 

ideas. Boil tl matter down to a con I have seen demonstrated, tir 

se state t f you r rain, that a dozen pers 
sh to make | t in nedium that ertis il lines of good t 
1 I 1 do the work r it have ea de é 
t have n 1 tl e bus t s done wl il 
! eat I pe r ne ty A € n | field ’ 

} rt +1 + } Ae i Or ) , 
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Ni ( »/) ° Offi 10 Spruce St., 

Zz lS LCC New York. 
The Geo. P. Rowell Advertising Agency keeps o 
file the leading daily and weekly papers and monthly 
magazines; is authorized to receive and forward 
advertisements at the same rate demanded by the 
publishers, and is at all times ready to exhibit 


copies and quote pri es 
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WHAT SOME PUI 
** Tsaid in my haste all mena 


The paragraphs 
payment. A publisher who has a gooc 
e can, setting up the most substantial 
advertisers. Although a publisher nee 
his own, there will be no objcctions 
FROM III} 


sends is published as comin 


paper all he likes, for what is wanted is 














































sLISHERS 


ve ltars,"— 


ASSERT. 


'salm cxvi., U1. 


in this department are inserted without any charge or 


Ss tersely as 


1 story is invited to tell it a 

claim he habitually uses to mfluence 
1 not sarily refer to any paper bui 
to comparisons. What the publisher 
I At is his privilege to praise his own 


Nece 
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n ad in its favor. What 
he docs say, however, ought to be trune—adsolute/ 
ALABAMA. Republican, 6,955 inches: J l, 4,495 
Huntsville (Ala.) Pos! (2).—While inche Fhe Mornin vews had 1,510 
not accorded a rating in the ctory, meches more paid advertisements (71 
ow to its not being quite a year old, cvlumns) than its nearest competitor 
is nceded to be the best edited and pecial guarantee that more copies of the 
rinted daily in Huntsville. It is the WJorning News are sold daily by deal 
only Democratic evening paper in the and agents in Wilmington, than all the 
cit Circulation of a newspaper can other Wilmington papers combined 
| be judged by its advertisers. You ILLINOIS 
find the leading business men of Chicag (i) Chaise 3 rl 
tsville as advertisers in t..s paper. paid circulation of the Dail 3) yn 
Its circulation extends throughout the ¢tarting ar aps i “je Sg: Curons 
northern part of Alabama especially, : Digg spa AP pe 
and it contains all the local news, cream 
of televraph and special long dis 
tar telephone service. Its weekly edi- 
ti the best medium through which 
to reach the people of Madison and ad- 
joining counties, having over 5,000 
week readers. Try it and you will 
be convinced that it is the best paper 
in Huntsville in which to place an ad 
ent. 
ntgomery (Ala.) Advertiser (2). ! isiderabl 
i’s only metropolit AN NCWSPAPeT. jorgest <: le a Be ke ae’ ak ae 
circulation, 7,500; Sunday cireu- Chronic), thie wie wan sakcc: 
ce agar es copies Here, again, the Chronicle has 
re (¢ il ) D mocrat (1) -Is 4 n Over and over the record as re 
ly D ratic daily and only evening & ne ci paren OF 5 ata eggpale ot 
aioe ioéas ioudie. ie Seucaes I in the United States. The 
Det “gpa ror cf IAPR $k. American j¢ urnalism may be 
ews 1 everlastingly pushing **4 hed =" paralle to this 
t reasing its circulation . hy ae circulation is 
ite ikenas sania rely wi n ind its suburbs 
money to spend It has 1 a . os " there has been 
cle the evening field from ™° culty im greatly intere sting shrewd 
Los A in Francisco It is the ive we B in the co imns of the Chros 
evening paper between. those point el arting h twenty-three col 
. full \ ited Pr di ! f advertising in its first issue, 
4 the Sia ( > carried on May 
che = 6, 10 more than 1 columns of ad 
Register .: verti n eve line paid for at rate 
New Haven. All “hich as n to every advertiser 
iners combined have not itl discrimination. On Mager fifth an 
i as the vening "iversary OF the ta ie ge cg new 
tee ae pape its proprietors have 1e satisfac 
ag ol half = tion of kno ving that not more than 
itn tan Cr r eight newspapers in the United 
1K in anything like °****% Of any : carry more adverti 
the s e degree. The Register is the bate . 53 wae is tse ; t ~ pated bral 
‘ ’ . oN ed fix r s it 
i newspaper of New Haven. pereinee Gk: eeimnaietn ae Chek gecuie 
\ : (Del) . oe that are held to be the best mediums 
n ‘ \ s ] 1 , rt Ss ) 
er of inches of, paid wi ploy = to h sigh com a scaull ~na 
g r April. 1909, in Wilmingt oti ete At OR Sg teage sai 
tere vas gs" ice . her tes Chie l Field and Fir 
nches Every Evenis 9, inche (2) I gest circulation of 
EXPLANATION ( : ul paper 
From printed matter emanatir from Chi mt  . <3) 
the office of the paper and used in connec Has the id ci in 
tion with its correspondence Tlined f ural paper 
2) Extract from a letter or postal card. Toliet (111) (3) The Joli t 
) Extract from the columns of the paper» recently received a small classified 
Sepeering either as advertising or reading advertisement from a_ Scranton (Pa.) 
4) By word of mouth by arepresentative man Asked to furnish evidence of re 
of the paper. ] t nd credibility for his scheme, 
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le “flew into the air,’”’ and indignantly Lowell 





apers, but has a larger « 
































wanted to know if this was a Sheldon lation than any two of them n 
paper. He was told the paper was in This makes the Sun the cheapest | 
deed run on the old-fashioned golden advertising medium, a fact which sl 
le plan, and it had to return two lots be considered by advertisers wher 
f postage stamps to convince the gentle- ranging for their advertising in Li 
nan of the fact, one lot being lost some ICHIGAN 
how. The News does not wish to be Detroit (Mich.) American Boy ¢ 
ptious or narr but it is considered Twenty-three out of one hundred of 
ood investment to continue to refuse May advertisers made a contract f 
y-by-night schemes, and the wholesome ver ng in the June number, wit! 
ics get the best in the establishment. hundred and twenty-nine Vv one 
INDIANA Idition su 
Indianapolis (Ind.) American Farmer month i nds 
) Puts your advertisement before worlds for push ol 
re good peuple, rate for rate, than } n B 
ny other agricultural publication in the Detroit (Mich.) B eeper | 
world. The B keeper will have over 1 
Indianapolis (Ind.) Indiana Farmer paid subscribers by September rst 
3).—A paper with age, circulation and MINNESOTA 
influence It has a standing enjoyed by Minneapolis (Minn.) Time ( 
no other paper in its field Is now the recognized advertising 
IOWA ium of the Northwest. No other Twin 
Des Moines (la.) Capital (1).—The City paper has made a gain in bu s 
ily wa Capital has the largest circu- over former years equal to that of the 
tion of any Republican daily paper in Times. This paper has made gain 
the State during the last seven months of more 
Des Moines (Ta eC than 33 1-3 per cent. The Tim is 
the largest « adepted the flat rate system, thus ng 
news] | no one advertiser any advantag« eI 
I i 50 another rhe will produce re 
Pher scarcely sults for you, and this will be profitabl 





nto which the / é ) to you and the Times alike. 
t has carrier routes in thirty-five of the ISS URI 

towns of the State, ranging f Clinton (Mo.) Republican (2) 
5 papers each, where th tablished 1865, the Republican is ar 
vered to the carrier by f the pri 





gressive weekly 


ample of 

































thus saving the time « a flourishing agricultural 
tl 1 the toffee For thirty-five years th 
! s rea in these j has covered Henry Cou 
State delivery system, receive _ thei best farming counties in M 
morning Leader at their homes before t goes weekly to the thirty 
breakfast time, and at as early an hour three postofiices in the county, is id 
as those in Des Moines rhe train hy almost two thousand families, is t 
service out of Des Moines is and always nly organ of its party and is tl 
has been most favorable to the morning yaluable advertising medium in tl ‘ 
paper, hence this extraordinarily large tion it covers 
¢ ulation of the Leader which radiate (Mo.) Daily News-Herald (2) 
from the pital city, covering the entire only evening paper publis at 
State is accurately as a spider’s web the great and growing r 
The Leader is the acknowledged want the Missouri-K nd 
ad medium of the State and carries the Jead region. The city pr 
argest number of classified advertise ulation of over 35,000 a g1 ng 
ments in its field ; it the rate of 500 a month. The 1 
Muscatine (la.) Journal (3) Now ing district’s population is estim t 
rantees advertisers a paid circulation ;o0,000 and the N s-Herald is tl , 
ding 2.000 copies on its daily issuc newspaper that fully covers the 1 
idually the list has grown until now The Nevws-llera!d h a net paid 
uarantee of a list exceeding 1,900 n of 5,000 1 has a field 
is superseded by the above. The sively its own, and no advertisir 
now has circulation by each its client: except thr t 
any otl Muscatine paper. columns Rates vy in p 
urnal has the largest circulation to circulation and is a cover f 
Muscatine paper ever had. Ad- this great and prosperous field 
I get m¢ for their money in Journal (1) 
the Journal than any other medium in S$ es more < 
the city of g thar I 
Waterloo ) Creamery Journal (2) Kar per The 
Only cre: y paner published Ha J arries more columr f d 
.630 boma subscribers, all of whom play ing than any other 
re creamerymen or dealers in butter in t : 
Unexcelled medium for commission mer WISCONSIN 
ehants and creamery implement manu Ft Atkinson (W ) Hoard ) 
facturers (3) Reaches the pick of t 
Seana eis of America—26.000 of 
Baltimore Md.) World (2) Is the eve eek It is the ane 
only paper in Baltimore that cater f t lo business Phe bu ir 
has rger carrier force it 
't e ne vaper loes not M ikee \\ ) 1 rou 
tlation by accepting return } “ (2) Guarantee 
ASSA SET tion exceeding ) Witl es 
Lowell (Mass) Su (1) Ha not tion the leading German-Ameri ri 


only the largest ci: lation of all the cultural paper 
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SERVICE BUILDING. 


‘Lhe principal means of transit to th 
the lines of the International Trac 
clectric cars in the world. — This s 
Falls, ‘Tonawanda, Lockport an 


advertising is all controlled by 


| GEO. KISSAM « CO. 


PRINTERS’ INK. 


to 





an Exposition, 
Oo No vember, 1901. 


SCOPE OF THE EXPOSITION. 

The magnitude of the Pan-American Exposition may to some 
extent be appreciated when it is understood that one of its chief 
purposes is to illustrate the progress of the last century in all the 
States and countries of the Western Hemisphere. ‘To that cnd, the 
President of the United States issued to all G:evernments in the 
Three Americas special invitations to participate in the Exposition. 
Hearty acceptances have been received from many of them, includ- 
ing Canada, Mexico, Honduras, Guatemala, Brazil, Argentine Re- 
public, Bolivia, Chile, Nicaraugua, Salvador, Guadaloupe, Dutch 
Guiana, Costa Rica, Peru, Venezuela and Haiti. Resnonses are 
xpected from the others soon. Many of the States will have 


cial buildings and extensive exhibits. 


it to the [-xposition grounds are by 
| Traction Co., operating the finest 
This system covers Buttalo, Niagara 
rt and interurban lines and the 
YV 


C0., 378 Main St., Buffalo, N.Y. 


TELEPHONE, SENECA 1510. 
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is sOuknes e08 aovenvisen. whose head is bigger than mine, 
te Iscued every Wednesday. Tencentsa copy. the anomaly is at once apparent 














Subscrip*ion price. five dollarsa in advance Che att . iit P 
Six dollars a hundred. No back numbers 1 same result often appears 
te Being printed from plates, it is alweys pos- tl ulvertisem of ot 7 
siete 60 tous anew edition of five hundred S »”» by hen the adve ee nent of another 
ies for ularger number at the same rate business 1s_ utilized. It require 
ir i ? ‘ 
iter and mort 


¥RS’ INK for the benefit of advg. patrons may, on 
applic mon. obtain special confidential terms delicate skill to idapt the in 
y person who has not paid for it is re > ee ae ie 
ceiving P RINTI RS’ INK it is because some one has_! 
ubscribed in his name. Every paper is stopped own | 
at the expiration of the time paid for. vn DUS. nM 
ADVERTISING RATES those ann 
Classified advertisements % cents 
words to the line; pearl measure : dis 
a line; 15 lines to the inch. $1%0a pz 


husheus Geaicitarto atthacribe for Paawe in fact. a far aut 
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position twenty five per cent additi mal. if ¢ Cineinnat nd 
ed ; discount, five per cent for cash with ord ’ ' g a 
seis upDiIsned a | ‘ 
Oscar Herzserc, Managing Editor. P Ch Cc f Pits 
Pster Doucan, Ma age r of Advertising and am Iccesstul stributor, 
Subscription Department Which aims to instruct those who 
New YORK OFFICES: NO. 10 SPRUCE ST. Gesire y er into busines 
LONDON AGENT, F. W. SEARS, -s2 Lup- of distr.buting advertising matte 
GATE HILL, E. C. how to proceed. It is an interest 
. : lig ; l valuable publicatio if 
- y , 2 7 = . 900 : : Lal 1 }) 
NEW YORK, JUNE 13, 1900. parently covering all branches of 
: 7 , ) ; 
2 : ar’ ubrect PRINT \ d 
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: , - ee oe ; 9 ws, and make me otl s. the 
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“ 17 it es me S 
cents a copy, is called Faker and | 
Sucker \ “tical of M : Reine ae ig € Chi 
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able advertising matter through Sg hee Prone & 
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fers a “household advertiser” an m™il circulation of the Da \ ! 
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the housewife to know at a glance chants. profe Pi penis Sse ae 
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Li liiustraicd Bulletin, of 
Syracuse University, is an ex 
cellent piece of advertising lit 
erature,though perhaps Chancellor 


Day would hardly regard it as 
uch It gives an interesting ac 
count of what the university does 


and aims to do, and makes a con 
vincing appeal. It will be found 
helpful to those contemplating 
mething in the same direction 
\ 4 liberal offer, 
trongly displayed, appears across 
the top of every newspaper adver 
sement put out by the department 


EMARKKABLY 


tore of Frederick Loeser & Co 
Brooklyn, N. Y. It reads 
We guarantee the price of everything 





sell to be as low or lower than the 
ime article or pattern can be bougl 
nywhere else If in a day week or 
month later you find the me thin 
wer elsewhere, make a claim upon us 


1 it will be allowed at once 


Printers’ INK has heard it 

rted that an but 
ten claims per month, or one hun- 
dred and twenty per year, are made 
‘is a result of this offer. This looks 
like strong evidence of low prices. 


average ol 
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LEAVING Wa 
South, 


h ngton, D. C., for 
the the Southern Rail 
way, the only outdoor advertis 
ing seen for more than one hun 
dred miles either side of the 
tracks are boards advertising 
Rockbridge Alum Springs, a_ re 

rt n Virginia. These boards art 
about two miles apart, six feet h'gh 


Ove! 


on 


by twenty feet long, pa‘nted whit 
with distinct black lettering, some 
on one side and some on the other 
side of the tracks, and each board 


placed where it can be easily seen 
from the car wndows. The word 
ing is in the form of testimonials 
] physicians of national repu 
Example : “Dr. J.J.Glass, 
Lou Mo., says Rock 
\lum Spr Cure Dys 
Reading test:monials so 
for several 

hdurs, fly ng through the 
country to be well adapt 
ed to convince the traveler, espe 
cially if he be suffering from the 
ailments the said to 
cure, that Rockbridge Alum 
Springs is a resort well worth 


bridge ngs 
pepsia.”’ 
forcibly displayed, 
W hile 


appears 
are 


Waters 


Visiting 





PHE FIFTH SUGAR BOWL 


In PRINTERS’ 
2.Vey a list of 


the opinion of 


Ink of June 6th 
F weeklic >, which, 
Mr. T. F. Ken 
secure the 


dy, have a chance to 
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h York, N. \ 

N York, N. ¥ 

N York, N.V 

N York, N.¥ 

N York, N.Y 

N York, N.Y 

P le'phia, Pa 

I Iphia, Pa ng 

I lelphia, Pa 1 Ti 

Louis, M t (s 

St. Lou Mo 

I is) 

l A ee 

W t I). ¢ 

W yn j iz 
hstimatec At \ paper 

t e weekly paper that all thin 


Fifth Sugar Bowl, to be awarded 


col lered beloved to give an 
dyer 1 bette: rv n pre 
] n t the pri charged, than 
a ther weekly issued in the 





Un-ted State The list is given 
herewith, supplemented by the cit 
culation and the lowest price per 
line charged for advertising. 


Every weekly deeming _ itself 
cl'gible, and not mentioned below, 
eccccece ‘ 434 
ous ‘ 
; I 
-4 
21 
- ‘ 
is 
! 49 4 
; " 
F oa 
I 
i i 
14 S 4 
4 
invited to send the facts to the 
Litthe Schoolmaster; every readet 
who bel-eves that certain papet 
entioned should be omitted is 
asked to state the reasons for his 


opimicn 
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ACCORDING to the Buyer a bill is Weir City (Kan.).....Journal. 
| = a "he William rg (Kan.).Sunflower 
about to’ be passed in Prussia ¢ Louis (Mo.)......Anzeiger des Westen 
whereby the government will s¢ St. Louis (Mo.).. St I Magazir 
cure from the department stores ’ pect (Uhio) Advanc 
: ; wrlest S ( S 
twenty per cent of their profits. ygadison (W k 1 
All the Prussians w-th any com- Montfort (Wi 
mon sense appear to have emigrat fen continue 
ed to the United States management a time \ 
-o- hin 2 ad ry 
a cD ; : the rewards wet a | hese 
AFTER SEVEN YEARS San Bernardino (Cal,)Sun, 1 
= ; San J ( Herald 
Office of “* THe Cat | eT eee ..Tim 18 
SAN FRANCI , May 23, I9 i vt isvil Ind.). Argus News rew 
Editor American Newspaper Directory in 180¢ 
Dear Stk—Don't you think it is about tir N 1s) (La.)...M g Star, rew 
+] +} » tal ft paid 





that the four stars Wer taken ¢ 
Morning Call notice 
it matter of fact t 

for the past five years 
San Francisco bearin 


adhere to your 





must 

publication of the paper,as having 

false statement of its circulation, it i Omaha (N 
than fair to the present management that you Omaha ( Neb.) 





publish itas the Aforning ¢ 
tars,and print the San Francisco (a/Z asa The other 
distinct publication, g it gt 1] : ' 

vhich it is entitled by th worn statements of ©( Hands 5 
circulation which are now filed with you culation — st 
al statement that “‘ the sins 


it the rating t 




































fathers shall be in the children ‘a 
fourth generation ”’ be I Mort Xa 
carried out in this ‘ali , 
tically in the fourth |} nce the early m . — 
: - Sa t » Magnily its statement { , 
poo log tt I t tatem ee tl en seamed 
U ou will see fit t this matter te 
oa canon ireful con ration. M : N My : i 
urs trul W.S 
lala WJ iosiin, Ben th. Lincoln (N --- Evening N 
The four asterisks above re- Seattle (WwW 5 a 1 
ferred to, in connection with th paid in 18 
circulation rat.ng of a paper in In 1896 the Seattle, Washing 
the American Newspaper Direct- Press-7imes passed into the | 
ory, indicate that a reward of of a new company, which 
$100 was oncé pa d for the di hanged the title and clatm«e 
covery of an untruthful rating, the new paper had no conn 
which had been accorded upon a whatever with the old / 
detailed statement duly igned by s and that it would b 
the publisher istice to associate the new 
From 1888 to 1896 inclusive, a with its predecessor In 
period of nine years, th cura ani th ths claim the D 
of circulation — rating n the editor cor ed to drop tl 
American Newspaper Directory erisl Nn connection \ 
was guaranteed and a reward of description of the papet 
$100 was paid to the first persor The case of th San | 
who proved a circulation rating in cisco Call appears to be a p 
actual figures was nottrue as giv on Che old ig | 
The Directory publishers actuall nu ( Neti 
paid thi reward in twenty-nin ment the forfeit of $100 w 
cases while the guarantee was in by the Dire n 1892, | 
force. Of the twenty-nine papers undergone a number of cl 
that were convicted of ving in ownership and neg 
falsified their irculation figure title, the D’rectory editor | 
thirteen have since passed out of ¢ ded to acquie > the ve 
existence These were : made by the presen nage 
Los Ange & I Ledger nd rem the unde ble 
’ st I 1 
ng I tl +. DeT 1 futur ( 
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SUBSCRIPTION BOOK AD- 


VERTISING. 


Subscripti on book 
ments form so large 


announce 
proportion 


of the advertising seen in the 
magazines that the following al 
leged story of how they origi 
ited, is not without interest. It 


as published in sldvertising Ex 


ferience: 


There was a time, within the 
remory of those familiar with the 
elling of books by subscription 
r on the instalment plan, when 
a protest would have gone up 
from every professional book 
agent if advertising in news 
papers and magazines had been 
proposed for any book intended 
‘to be sohl in this way. One 
large subscription book publisher 
almost had a riot on his hands 


everal years ago because the edi- 


tor of one of his works, in a mo 
ment of misguided enthusiasm, 
nserted an advertisement for the 
book in a publecation in which 
he was interested. But to-day 


the advertising of subscription 
books occupies the most conspicu- 
ous place in our magazines. 
Credit for this revolution in book 
selling is due to Mr. F. E. Wright, 
president of the Syndicate Pub 
hing Company, of Philadelphia. 
Six or seven’ years ago Mr. 
Wright and his brother prepared 
a cyclopedia in six volumes, nam 
‘The Universal Educator,” in 
tending to sell it in the usual way, 
through agents, on the instal- 
nt plan. They had _ invested 
$50,c00 or $60,000 in the prepara 
tion of this work, going into it 
laborately. For some reason the 
book would not sell, and failure 
tared the Wright boys in the 
face. To make matters worse, 
Mr. F. E. Wright broke down 
under the strain, and was com 
pelled to give up everything and 
take to the woods to rough it for 
three or four months. and here he 
had an opportunity for careful 
study of the causes of the threat 
ened failure. The trouble seemed 
to be lack of enthusiasm on the 
part of the agents, for there were 
many cyclopedias on the market, 
nd the book aeent. through much 
mist un 


buffeting, is a 
less he can that the 


weary pess 


arly sce 


public is hungry for what he has 
to sell. 
After several months’ rest Mr. 


Wright returned, rugged in 


health, and with a plan of cam 
paign clearly worked out in his 
mind. He placed full page ad 
vertisements in mediums of large 
general circulation, announcing 
to sell for “$0, for a limited period, 
the Rew’ Educator, intended 
to sell for $24: and just here Mr. 


Wright introduced a new feature 
in book advertis! ng, as well as in 
book selli ng. Book advertise 
ments up to that time had been, 
just as many of them are to-day, 
mere cut and dried announce- 
ments, with a few press notices 
and the price. It took Mr. 
Wright a whole month to get ad- 
vertisements written that should 
contain sufficiently glowing de- 
scriptions of the merits of the 
Universal Educator. We are well 
— with that style of ad 
this 


vertising by time, but it was 
a novelty then. And it took the 
country by storm. It was an 


nounced that the price for the six 
volumes was $9; that on a certain 
date the price would be advanced, 
the $0 price being merely for the 
introduction of the work. Uponthe 
date named the price was duly 
advanced, and although thousands 


of orders, each containing $0, 
were received after this date, each 
order, with the accompanying 


money, was promptly returned 


with the statement that in justice 
to all concerned no further copies 
could be sold at the $9 price, but 


that a limited edition had been se- 
cured which would be furnished 
until a certain date at $12—and 
most of the money that was re- 
turned came back. 

The advertising during all this 
time had been constantly increas 
ing in volume and_ full pages 
were freely used. At the expira 
tion of the second period of ad 
vance Mr. Wright developed an 


other novelty in subscription book 
selling. He ant _ey that it had 
been determined still further to 
lelay the beginning of the regu 
lar subscription canvass at full 





price for the Universal Educator, 
and that for a limited period sub 
scriptions to the work would be 
received at $15; but the remark- 
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able offer was tade that it would 
be sold on the instalment plan, $1 
down and $1 a month; that if any 
one would send $1 initial pay- 
ment the entire six volumes 
would be immediately delivered 
and the remainder of the price 
could be paid in monthly instal- 


ments. In the minds of Mr. 
Wright’s associates and competi- 
tors, despite his previous success, 


there was now no question of his 
lunacy. Nothing but failure could 
result. But Mr. Wright under- 
stood the public a great deal bet- 


ter than his associates and com- 
petitors. Mr. Wright suddenly 
found himself a rich man. 

Then Mr. Wright introduced 
further revolutionary method of 
subscription book selling. He 
brought forth the “newspaper 
club.” In every large city one 
prominent newspaper was select 
ed and arrangements were made 
with it by which, in consideration 
of the use of very large adver- 
tising space, the paper consented 
to the use of its name as the or- 
ganizer and promoter of a club 
for the purpose of securing for 
its subser-bers sets of the Univer- 
sal Educator at reduced rates. 


No commission was paid to the 
paper whose name was thus used. 


In each city a store in a promi- 
nent location was secured where a 
handsome display of the cyclo- 


pedia was made, and subscriptions 
received. Although the general 
impression was that the paper 
whose name was used was en- 
gaged in pushing the sale of the 
cyclopedia in order to increase its 
subscription circulation, the paper 


really had no financial interest in 
on matter, all subscriptions to the 


paper, when offered in connection 
with the cyclopedia, being paid 
for by the publishers of the book. 


This method also proved a re- 
markable 
Every 
sooner or 
imitation; 
before Mr. 


honored him by 


success. 

sful cnterpr'se is 
later complimented 
and it was not long 
Wright's competitors 
following in his 


succe¢ 


footsteps. They had discovered 
that he was making money faster 
than they had ever dreamed it 
could be made in the book busi- 
ness. The result was that this 
method of bock selling was for 


NTERS’ INK. 


a while largely overdone and 
was to some extent dropped, but 
a few years s:nce a further de 
velopment was devised by Mr. 

L. Fowle, of New York, who or- 
ganized what were known as the 
McClure’s Magazine Club, the 
Harper's Weekly Club, ete., for 
the sale of large subscription 
works on the instalment plan 
The same ‘club’ method was also 


used for pushing the sale of the 
Century Dictionary. The - serv 
ices of expert book agents were 
used to follow up and secure or 
ders from those who sent for 
circulars, as the result of this ad- 


vertising in magazines. The large 
advertisements at present put 
forth in magaz:nes under the 
names of the McClure History 
Club, Magazine Association, John 
Wanamaker, American Literary 
—— University Society, ent., 
are but different variations of the 


above plan. The real publishers 
of most of the works advertised, 
who are the men who place and 
pay for the advertising, are R. S 


Peale & Co., Estes & Lauriat and 
D. Appleton & Co. 
+o 
ME KNOWS THE ROPES. 
A Mr. Pritchett, who travels for a 


metal polish house in Newark, N. J., ha 


on his business card the line a 
buyer is not in ? Yes, I have heard that 
story before, but I can wait!” 


+> 
ILLUSTRATED WANT AD. 





YOUNG MAN FROM THE SOUTH WITH A 
KNOWLEDGE OF POULTRY WOULD LIKE AN 
OPPORTUNITY ON A GENTLEMAN’S FARM. 
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NOTABLE C: ANDY ADVER- 
“ISING. 

Assigned — by the editor of 

Printers’ INK to secure the ad- 

vertising story of Stephen F. 


Whitman & Son, 1316 Chestnut 
street, Philadelphia, I called at the 
above address, stated my purpose 
and was referred to Mr. 
N. W. Ayer & Son, who gave the 
Little Schoolmaster’s representa- 


tive a cordial welcome. 








South, of 


he ladies’ ganers and the icigious 
press are the mainstays.’ 
Requesting comparative results, 
Mr. South expressed a belief that 
Mr. Whitman would be reticent on 
that matter. 
“IT notice that Whitman’s candy 


has the largest representation of 
any at the present time, and that 
Lowney announcements are 
scarcely noticeable nowadays?” 
I queried. 
“Yes, we've been pushing him 
very hard of late 
with quarter and 


half pages. 
“Rather foolish in 
Lowney to be thus 
seared, though,” I 
remarked, and Mr. 
South added: 
“T think so.” 


“You use models 
extensively, I see.” 

“Yes, we do; we 
have our own 
models, pose them, 
and prepare the ad- 
vertising in its en- 
tirety.” 

Mr. South here 


took me to the room 


where advertising 
copy, electrotypes, 
' etc., are kept. The 
; ‘ . oe room, a very large 
feast of fun in every box of cag Aha lg: Bs w 
° 9 of industry, but it 
W itman S took a clerk but a 
. second to furnish me 
; with a half dozen 
Chocolates and Confections Te site prools of 
Ask for them anywhere. Whitman's latest 
Whitman's Instantancous Chocolate and most attractive 

is perfect in flavor and quality, delicious advertisements. 
and healthful. Madeinstantly with “You use news- 

¢ boiling milk. , papers?” 

STEPHEN F. WHITMAN & SON, ae 
1816 Chesinut Street, Sparingly; and 
Philadelphia. magazines some 
seven years’ back 
Booklets are used, 
“T am afraid you will find the but never mentioned in adver 
‘Whitman Story’ quite a task,” he tising; neither do we key the 


aid, “for their advertising has 
extended over a period of twenty 
years.” 

I replied that the mediums used 
would serve as a starter, and he 
said: 

“It would take some time for 
one of our departments to com- 
pile such a list, but you may say 
that the best magazines, nearly all 


ads, which explains why it would 
be almost impossible to give you 
comparative results of the dif- 
ferent mediums we use. To sum 
up, Mr. Whitman prefers legiti- 
mate mediums, and never goes in- 
to a programme or anything of the 
kind only when he is under obli- 
gation to do so. 
“How about novelties ?” 
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“Occasionally.” A TALK ABOUT TYPES. 

Mr. South, although one of the . I believe that all advertisements, with 
Rint ne mia. » T eve few exceptions, should be set either in 
most courteous gentiem 1 €Cver Roman type. or in some type about cs 
met, is a very busy man. I realized readable as Roman. The several styl 
it, and stayed but a few minutes: of modern Roman give great diversit, 
but the T | o} such a subject and they are ably sunplemented wi 
en, 1 thought such a subjec faces like Cushing. University, Ron 
must necessarily be “short and aldson, Ronaldson Condensed, French 
sweet,” and the Whitman copy re-  Elzevir, Johnson Old Style, Jensen 
_ = rF a tee 3 Jensen Old Style. Antique, Taylor 
produced herewith speaks for It- Gothic, DeVinne, Howland, DeVinn 
self louder than my words. I al- and Howland Condensed, Latin Antique 
so learned that the annual ap- the several styles of Gothic and Gothi 
at] ‘as. betwee > 0 Condensed, _ Florentine Heavy Face, 
propr.ation was between 910,0C Old Style’ Condensed, the many styles 
and $12,000. of Boldface and Fullface, Caslon, Cas 
F. A. PARTENHEIMER lon Condensed, Shoeffer, Poster Com 

‘ mercial, Arlington, Poster Roman, Clat 
endon, Clarendon Condensed, Latin An 
tique, Quentell.—Profitable Advertising. 

_- 


TYPE AGAINST PICTURES. 











— toe 
UNDELIVERABLE. 

Mailable matter of any kind addressed 
in a vague and indefinite way, such as to 
“The most prominent physician,”’ etc., 
is not deliverable. The postoffice re- Type is about as uninteresting to most 
fuses to accept the responsibility of de- people bare hook to a fish. Bai 
termining who is the most prominent your advertising with attractive | 
physician, ete.—Jail Order Journal. ures.—C. Everett Johnson. 
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The sun is eclipsed by the moon today. His fiery face is hidden, his scorching rays are checkea, anda 
broad, coo! shadow of tota! darkness # thrown from the Gulf of Mexico to Hampton Roads. In the bot 
Gays coming, the best protection agaist Old Sol is HIRES ROOTBEER. It quenches thirst, cools the 
Blood, gives added health to withstand the hest, and is sie ideal lemperance drink. Its as cooling as the 





—_— =o moon on a summer @+;. 5 gallons for 25 cents. Write for list of premiums offgred 
m CHARLES E. HIRES CO., MALVERN, PA. 





ia la itt) 
PUBLISHED ON THE DAY OF THE ECLIISE, THIS ADVERTISEMENT SECURED A’ PROFITABLE 
PROMINENCE, 
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IN THE MAIL ORDER 
WORLD. 
Our first—larm and Home, 
Springfield, Mass. On October 
15 last they issued their grand 
premium number. The paid ad- 
vertising carried amounted to 
5,641 lines, of which 1,657 lines 


consisted of mail order advertising 
ind the rest agricultural and medi- 
cal advertising. Twenty pages 
were used by the publishers them 

elves to advertise for mail orders 


for books, watches, jewelry, silver- 
ware, rings, tableware, cutlery, 
household articles, guns, optical 
goods, stamping outfits, fancy 


packages, dress-cutting systems, 
ilk remnants, toys, musical goods, 
hardware, leather goods, patterns 
and miscellaneous art Each 
page contained ( ines of space, 
making an ager number of 
13,440 lines used to advertise 
these so-called premiums. 

Our second—Good Stories, a 
member of Vickery & Hill list, of 
—— Me. In its November 
issue were represented 4,276 lines 
of mail order advertising, medical 

advertising is not included. Eight 
ges were used by the publishers 
for mail orders for 


articles. 
72 li 
egate 


] 
to advertise 


dies’ and gentlemen’s watches, 
doilies, napkins, patchwork 
squares, ladies’ wrappers, — shirt 
vaist sets, patterns, washer cut 
ters, watch chains, toys, musical 
instruments, music, silks, ribbons, 
lamps, glassware, rugs, toilet sets, 
tea and dinner sets, silver plated 
ware, books, bibles, hardware, 
cutlery, sewing machines, work 
box, packages, athletic goods 
knives, razors, air rifles, pen 


holders, fountain pens, telescopes, 


ving sets, collarettes, ete. 

Every page, of the eight pages 
used, measured 768 lines of space 
or a total of 6.144 lines which, with 
the additional space of 256 lines 
spread through the balance of the 
paper, made 6,400 lines of space— 
2,125 lines more space than all 
other mail order advertisers com- 


bined used. 

After glancing through the 
above list of mail order goods it 
is hard to think of anything suit- 
able but what it would be found 
already included by these far- 
sighted publishers in their list 
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In reading over their premium 
offers one finds that the word 
premium only a cloak used by 
these publishers to cover the real 
non of their offer. Readers 
are advised that to purchase any 
of these premiums it is not neces- 
sary to be a subscriber or to solicit 
any other subscriptions, but can 
obtain these articles by sending 
the publishers the advertised 
amount. A frank, outspoken dec- 
laration that the publishers are in 


the maileorder business. They 
declare that the prices made are 
much lower than goods of same 


ery can be purchased in stores, 

vhich statement would be more 
truthfu 1 if it read that the prices of 
their goods are much lower than 
any one else can make them. 
V hich is true. Note the prices of 
advertisers in their columns and 
then revert to the publishers’ offer 


in the same issue; you will always 
find the sablidhard price con- 

cle rably lower than the adver- 
tiser’s. Subscribers are urgently 
requested by these publishers not 


to cut the premium gies, but when 








ordering to mention thearticle, and 
further advised that these offers 
are good for an entire year. It 
be seen that these publishers 
olicitous not to have their 
ogue, which is all one can 
designate their papers, lie around 
mutilated, to bring them future 
orders, and that they are in the 
mail order business from the firs 
until the last day of the year. We 
have taken these two papers this 
month as our most forceful object 
lesson in illustrating to our read- 
crs an abuse of the mail order 
business which does more harm 


to it than do inflated circulations, 
the absence of a_ transmissible 
form of currency. the need of a 


parcel post and all the fraudulent 
advertising, combined. These 
premium papers divert an enor- 
mous amount of mail order busi- 
ness from natural channels. The 
second-class privileges were never 
intended to allow publishers to 

nd their catalogues, which is all 
that these premium issues are, 
through the mails at + pes rates. 
It time that practice was 
stopped. It fosters unjust and un 
eugene competition against 
which no legitimate mail order 


is this 
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gives 
ad 


business can contend. It 
them enormous competitive 


vantages. An illustration of 
which, take Jfarm and Home. 
They claim they issued 350,000 
copies; ten copies of their paper 


weigh about a pound; the entire 
weight of that issue approximately 
was 35,000 pounds, which at a cent 

1 pound brought their postage bill 
te » about $350. Now a mail order 
advertiser to send out 350,000 
catalogues is required to pay a cent 
each or $3,500. If the+catalogue 
weigh more, it costs more. 
Vickery & Hill list claim to issue 
2,000,000 copies a month, andl like 
Farm and Home, about ten of 
their papers weigh a pound, mak- 
ing a total weight of over 290,000 
pounds, which makes their postage 
bill about $2,000. The mail order 
advertiser would have to pay ten 
times that amount or $20,090 to 
send his catalogue to that mavy 
possible beens You can see then 
that the publishers of Farm and 
Home, Vickery & Hill List, Para- 
gon, etc., can reach buyers at one- 
tenth of what it costs an adver- 
tiser to do so. Not only this but 
they have no printing, no adver- 
tising, no mailing bill to pay; the 
advertiser blindly contributes this 
cost for them. And these ex- 
penses in a mail order business are 
very large. It is no surprise then 
that they can grow enormously 
rich at the expense of the govern- 
ment privileges they abuse.—Mail 





Order Journal. 
BENNETT BLAZED THE WAY. 
James Gordon Bennett, Sr., the first 
and greatest of modern journalists, be 


gan to report religious meetings in 1839 
In 1840 he began to publish reports of 
notab le sermons on Monday mornings 
Ile was the first and greatest of modern 


journalists, because he blazed out the 
paths of modern journalism. There has 
not been a popular paper established in 
this country for forty years that has 
not followed the lines laid down by the 
elder Bennett He as the first man 
to organize the fi eel or money article 


which is now a feature of every daily in 
the land. When the telegraph was first 
introduced between ew York and 
Washington it was the custom for a 
banker to hire it for twenty minutes and 
then another banker and so on rhe 
i r man always noticed at the 
end of his twenty minutes his story was 
let off at the most interesting point. Mr. 
Bennett called the other newspaper pro- 
prietors ‘together and _ proposed that 
they make a report of two hours and 
divide the expens« This was the origin 
of the Associated Pres C. H. Taylor 


INK. 
GOOD ADVICE. 

After you have completed your ad 
ertisement read it over, in order to 
ret an idea of the general impression 
it would make on the mind of the av 
erage reader. Probably you will find 


that you have omitted something of 
importance im your argument or de 
scription. Probably by a new arrange 
ment a better effect might be produced 
upon the reader. Ask some workmate 
or friend to read your advertisement 





and criticise it. In this way you can 
obtain excellent ideas.—The Advisor. 
-_—~p> > 
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A PAPIER-MACHE ADVERTISING NOVEI 
IN RED WHITE AND BLUE WITH ie: 
POP, SEEN IN WINDOWS ADVERTISING 
GEM SAFETY RAZOR, 
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ADVERTISING 

Soon after 
Il. Frank's 
cen on the 
the harbor, 


OAX,. 
the grand opening at 
Boston store two men 
railroad bridge, which spans 
intently gazing on the tlow 
ing waters below. Both moved forward 
to the center and one of them dropped 
into the river. Some one began to yell, 
\ man overboard,” but no one around 
seemed disposed to go to his rescue. In 
the excitement his companion 
track of. When the body came to 
urtace it was seen to move toward 
‘ site shore. While every one pres 
ent stood still, not knowing what to do, 
i muscular young lady ran around to s 
boat that was moored to the dock, 
grasped the oars, jumped into the boat 
and pulled for the floating body. 
uscular damsel gradually lessened 
listance until she was seen to stop row 
ing and with one hand yank the vent 
uresome bridge jumper into the boat 
\ cheer was sent up as she pulled with 
her burden toward the wharf. On 
reaching the dock she lifted the ap 
parently lifeless body \ light was pro 
cured and some people who had gath 
ered began to get ready for the work of 
uscitation. The crowd pushed silent 
orward, anxious to get a glimpse of 
1e man’s face, when the fair young 
idy, with a yell, called attention to the 
prostrate form. There, lying face down, 
rubber man, and on its back was 
printed in white letters the following 
“Don't forget the grand opening to-night 
at John H. Frank’s Boston store, corner 
of Water and Pearl streets. Stonington, 
Conn The best goods sold at the low 
est Come in and hear the auto 
phone.’"—New London (Conn.) Day 
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BAD ADVICI 


publisher of a monthly in 

York tells advertisers that if they 
shrewd they will use the summer tissues 
largely, because so many of their rivals 
will cut down or omit advertisements 
during the warm months, that those who 
have the courage to use large space at 
such time will be well rewarded. I 
h seen many thousands of dollars 
»priated and lost in trying to prove 

this theory practicable. It sounds logi 
cal, but it isn’t. Of course, if an ad 
ertiser can get a bargain in space, so 
th it it doesn’t cost him but half as mucn 
is in winter, that’s another matter. 
great mistake that inexperienced ad 
rtisers make is in becoming so enthus 


New 


are 


ive 


appre 


iastic at large returns in the spring, 
that they tie themselves up in summet 
ntracts, which, when lived up to, 
cause them to lose all the profit they 

e hitherto gained It often happens 
that during the latter part of April and 
the early part of May, if the weather 
has been cold, a mail-order man’s busi 
ness is so good that he feels himself 
getting suddenly rich. There, my friend, 
is the time you must keep cool In 
another month there will be a different 
song to sing. Don’t tumble into the pit 
fall Secrets of the Mail Order Trade. 

— _— 
CORRECT 

Don’t write an ad to fill a space you 
have decided on, but write what you 
want to say and let it occupy the nec 
essary space.—Boyce’s Hustler. 


INK. 
ULTIVATI 
One of the secrets of success in the 
mercantile world is the possession of a 
distinct individuality. How many store 
keepers are content to trudge along the 
beaten path, pursuing the same methods 
as their neighbors down the street, 
cherishing stolidly the traditions of long 
o and wondering vaguely why success 
seems as ever. Others strik« 
out boldly from the well traveled road, 
overturn precedents, disdain mere con 
ventionality, and regard each new enter 
an incentive and a_ stepping 
better things. These mer 
chants have individuality. It is mani 
fest in their advertising and in their 
methods of storekeeping They are con 
tantly devising, originating, seeking to 
improve upon the established order 
They watch competitors narrowly, seize 
novel ideas with alacrity, and imbue 
each fresh undertaking with the vigor 
and spice of their personality They 
contrive to have their names upon all 
lips, and are farseeing enough to dis 
cern gainful opportunities almost before 
they have developed 
+o 
\ PECK OF TROUBLE 


\ misplaced comma has got a Greeley 


Ga 
ww 


INDIVIDUALITY 





i 
elusive as 








prise as 
stone to 





County, Kan., paper into a_ peck of 
trouble The journal in question recent 
ly published an item, in which the fol 
lowing sentence occurred: “‘Two young 
men from Leoti went with their girls 
to Tribune to attend the teachers’ in 
stitute, and as soon as they left, the 
girls got drunk.’’ The comma belong 
ed after the “girls,” and the latter are 
making it hot for the editor.—Phila 
lelphia Record 
+o 
It is as easy to put a lie into an ad by 
pictures as by words, 
—_——-_ «ee 
IN THE ALPS. 
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FIRST TOURIST—ISN’T THIS SCENE LOVELY? 
HOW GRAND YONDER ROCK TOWERS ABOVE 
THE RES 

SECOND TOURIST (AN AMBRICAN) — VRS; 
WOULDN'T IT BE A GREAT PLACK To PAINT 


A STOMACH 
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THE MAIL ORDER FIELD. 
To-day the most fertile portion of the 
advertising field (and a comparatively 
untilled one) is that which is known as 
mail-order advertising Mail-order bus 
ness is trading in which at least a par 

of the transaction is effected 

the medium of the postoffice 

ment Up to a tew years ago aimost 
every commodity irchased either 
from the local tradesman or from travel 
ing agents. If th« merchant did 
not have the desire for sal 1 
if no itinerant ¢ vas happened 
along, the prospecti consumer would 


Back 


never 


forty 
have 


ars 


usually wait 
farmer w« 


ye 
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County, It 
Chicago, z 


tered | 
Now 


tter for a patented 


such procedure is aln 
































as it is that the gr 
he goes down to 
ome other pe: Pare center 
in the South send money 
for shoes now to a co 
making their s¢ 
sively varied sto lers who cate 
for mail orders sheepherde in 
Montana can select a watch to it | 
fancy from a hundred or more of 
fered by a St. Louis house it 
even more cherply than trying t 
make his i fro1 1 small selec I 
when he sill on the next oc 
casion, ( two hence 
farmer’s 1a ike up a course « 
instruction in la civil engin ot 
almost he t f technical 
learning, i be f« the 
school, and receive tuition with exan 
nation of his with other educ 
tional detail 1 city hundreds of 
miles awa re is hardly anything 
in the cates f commodities that is 
not sold by c: gue or newspaper ac 
vertising, or both Secrets Mail 
Irder Trade. 
+o 
THE BEST SCHOOL. 


The best 


writer 


adver 


school 


school for an tising 
and in fact the only that 
will fit him for writing advertisements 
for any particular article, several 
years’ experience handling the corre 
spondence of the firm selling that arti 
cle. He then acquires a perfect knowl 
edge of how the man he wants to reach 
looks at things. In other words, he is 

quainted with the party to whom he 
is talking in a way that he cannot he 
acquainted by -_y other possible 
tising Experien 


is 


ce 
means. 


me 








ARRANGED BY STATES. 


Advertisements under this head 
each time. By the year 226 a line. 
other than 2-line initial letter 
in one week in advance 


CONNECTICUT. 


6 ay DAY, 
daily average 
no rival whatever 


GEORGIA. 


Gor THERN FAlUMER, Athens, Ga 
Southern agricultural publics ation 

people read it. 22,0°0 monthly 

and Soutawest. Advertis'ng rate 


ents a line 
», No display 
Must be handed 


New London, 
It fl 


prints 4, 
lls the entire field. 


700 copie 





Leading 
Thrifty 
Covers South 
very low, 
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ILLINOIS 








4 VE K Y advertiser -hould read the story of the 
we rful growth of ConkEY’s HOME JOUT 
NAI d on request. No other publication 
ver developed so rapidly 15,000 circulation 
among the best homes in the smaller towns, } 
60 cents per agate link Few publications pleas 
advertisers sowell. W. B. CONKE bY CO., Chicag: 
MAINE. 

POYAT Raking Powder pays us same as Pink 

\ ham—Pinkham same as Royal Baking P 
der Other advertisers do the same isn’t th 
the way to treat them—flat rate—all alike? H 
oureye on two or three good ads not yet wi 
u Ve want ‘em on same basi COURT 
GAZ\TTE, Rockland, Me. (See Rowell's 


CANADA. 


( YANADIAN rat ER TISING is best done by TH} 
E Ss tATS ADVERTISING AGEN 





CLASS PAPERS. 


ADVERTISING. 

»RINTERS’ INK, published weekly by Geo. I 
towel & i was the first of the now nu 
merous class of journals devoted to advertising 
It likes to ez all itself The Little Schoolmaster i 
the Art of Advertising. Since its establishment 
in sec hi as he ud nearly two hundred imitators 
P INK aims t« ach good advertising 








! vod advertis sing methods, givir 
ci xampl s of od and bad advertising and te} 
ing why. it also considers the value of new 


papers as advertising mediums. Its columns ar 
wide open for the discussion of any topic inters 
Ine to advertisers Every advertising man wl 
known at all has contributed to its coitumn 
S’ INK’S way of teaching is by exciting 
and discussion, expressing occasionally 
an opinion in favor of one plan and opposing a 
other, but making no effort to be consistent, a 
von to day to-day’s opinions and 
rday’s theories to th 





abandor 







’ 
ing yes 








we circulation during 1898 71 ripti 
= $5 a year Advertising rates, classific d 
nts e each time, display 50 cents a | 
Address PRINTERS ] 1 N. ¥ 
RELIGIOUS, 
BAPTIST. 
APTIST, Augusta, Ga.., is re 


1 eae 
by more than 5,000 progressive negro prea 
ers and teachers in Georgia, South C. arolina, \ 
bama and Florida, Cire’n for 1899, 6.275 week 





Displayed Advertisements. 


50 cents a line; $100 a page; 25 per 
extra for specified position—tif grante 


Must be handed in one week in advan 
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} 4,900 : 


papers are printed nearly every 
Saturday by THE DAY, New Lon. 
4 don. 


a as 


-~ 


Its average daily issue is 
} over 4,700 and growing steadily. 
} The other New London papers 
| 4 combined have scarcely one-half 
) this circulation. 


4,900 
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fUL Y The month of vacations, when the camps, 


summer cottages and hotels are filled to 





overflowing ; have you made arrangements whereby 
your ad is still with them? If not, 

The National Sportsman 
is the medium that reaches these people. Write for rates 


and sample copy. 


NEW ENGLAND SPORTSMAN PU BLISHING co., 
1s ri 3E STREET, Boston, Ma 
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Che Parisian 


The Only Publication in America which makes a permanent 
feature of exploiting and illustrating everything pertaining to 
O 


THE PARIS EXPOSITION 8 


UNDER THE AUSPICES OF 
THE PARIS EXPOSITION COMMISSION 6 
blished at 853 Carnegie Hail, New York C>) 


YWOOOCOODOOOO000CG: 
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Q000 


On all news-stands. Price :5 cents. Pt 


N\AAAAAAAAAAMAAAD AMAA MAMAMAhMAhMhA hha S 


dite GC. = TNA l | 


JERSEY CITY, N. J. 


Goes into over thirteen thousand families in 
Jersey City and is a guest in over eighty per cent 
of the English speaking households in the city. 


A ive age Average daily circulation for three 4 
rcula . 14, 486 months ending March 31, 1900 a” 0 
i BOO i ili bitte tntrdndntndndntndns 
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I Complete the Whole Job. 


‘ 
8 
I will write your booklet or circular, will have it illustrated if 
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iO 


necessary, will set the type and print it. Some of the best 
advertisers in the land leave such matters entirely to me, and I 
have yet to hear of one who was not thoroughly pleased. Or 
I will do any part of the work here mentioned. Write me 
about what you have in mind. 







WM. JOHNSTON, 
PrinTERS’ INK PREss, 
ro Spruce St., New York. 
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The monthly publication full of original research 
and the best information for the largest and best 
rural and suburban constituency in America 

for “ A Little Farm Well ‘Tilled ’—#in the inter- 


est of intensive farming, that’s 


Garden and Farm 


CHICAGO. 


The paper that reaches the small farmers, the 
flower, market and home gardener, the truck- 
man, the poultry raiser—in short the resident of 


suburban districts and rural communities, that’s 


Garden and jtarm 


CHICAGO. 


The journal that is clean cut, strong in agrti- 
cultural, home and kindred features; that guar- 
antees absolutely a minimum circulation any 
issue Of 62,000, and an average considerabiy 
above; that proves circulation and asks an ad- 


vertiser to pay only for just what he gets, that’s 


Garden and Kary 


CHICAGO. 





We can tell advertisers a whole volume about 
GARDEN AND FArn. Samples and _ infor- 


mation on application. 





na 9 Offic Main Office 
N Au STREET, rirg-titg MANHATTAN 
NEW YORK Cry. CHICAGO, ILI 


m 
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“INK THINKS” 


is the title of a smali, well printed pamphlet, issued by one 
of my competitors, and if they had the moral courage to pub- 
lish some of their prices it would have been very interesting 
reading matter. It is allvery well to tell printers that by using 
their ink all troubles diminish and profits increase, but if you 
are charged ten dollars for a two dollar ink, simply because 
you are allowed two or three months’ time on the bill, I fail 
to see where the profit lies, and I do see where the troubles 
begin trying to raise money when the account is due. Of 
course if you stand well with the head of the ink house, you 
can get all the time you want, and when the amount is large 
enough, they wiilslap a mortgage on your place as asafeguard 
hat you will not buy elsewhere. With this yoke around your 
neck, you cannot kick even if charged $20 a pound, 
and your only salvation is “ put up orshut up.” They claim 
to share everything with the printer. Materials which are 
wasted in other factories are thoroughly utilized by them. 
hey make their own dry colors, thereby saving the middie 
man’s profit. Their factcry, their chemists, their laboratories, 
their workmen, are all at the disposal of the printers. They 
claim it’s just the same as if you had an ink factory of your 
own—“except it’s so different.” They will sell you ink in any 
quantity—from a quarter-pound tube to a cart load. How 
kind of them, If you want a special ink, they will make a 
special formula for you, and it will not cost youa cent. No, 
the formula won’t cost you a cent, but the price of the ink 
will stagger you. Six years ago, if you were to ask fora 
juarter-pound can of job ink, you were almost ordered out of 
in ink house, or if you were fortunate enough to be accom- 
nodated, you were charged a fabulous price and requested to 
buy a larger quantity in future. When Lissued my first price 
list and offered to sell in small cans at the same price as 
larger ones, I was considered an idiot, but I soon forced the 
other houses to my way of doing business, and now they are 
vlad to sell in any quantity. I don’t profess to dothe largest 
business, or operate the largest factory, or offer my chemists 
or my workmen, but I do claim that | will match any ink they 
make at from 5oto 8o per cent less than their catalog prices. 
‘To secure my inks, you will have to plank down the cash in 
advance, whether you area millionaire or a pauper. If you 
are dissatisfied after trying them you can have your money 
back,and I will pay all transportation charges. Send for my 


pric e list. Address 
PRINTERS INK JONSON, 
13 Spruce Street, - - New York. 
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31,000 


CANADIAN HOMES 
IGNORED. 


Over 150,000 of the better 
class of French-Canadians 
are overlooked by the gen- 
eral advertiser who does 
not use 


a Patric 


Its readers cannot be 
reached through any other 
daily publication. Its rates 
are right. 


Weekly Edition LE CULTIVATEUR 


SWORN CIRCULATION. 
Wr ite direct, 


LA PATRIE PUBLISHING CO., 


MONTREAL, CAN, 
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BUSINESS MANAGEMENT. 





How to get the full value of advertising by 


By Chas. 


ment. 





upon any subject discussed in this de 





PETITE ities iil 





It i 


a buyer 


s a great thing for 


to have good taste in selecting 


ods and in judging colors ; and 


it is one of the accomplishments 
which, I am sorry to say, is very 
rare in some places. But, not long 
ag I came across a dress goods 
buyer who had such good taste 
that he really lost money every 
year for the firm with which he 
was connected. He was a first 
class judge of style, fabrics and 
colors. He knew to a dot which 
were the best goods, which were 
the novelties, and he had the 


reputation jobbers of buy- 
ing the most tasteful line of goods 
that was sold throughout that 
section of the country in which he 
lived. 


among 








This buyer, however, had a taste 
which was far above the tastes and 
desires of the class of trade which 
patronized his store. You could 
go into his stock any day and 
pick out the loveliest goods and 
handsomest colors which were to 
be found anywhere, and yet every 
year that he conducted the dress 
goods department he lost money 


for his employers. 


The simple fact that a man has 
good taste in buying what would 
be suitable for the ladies with 
whom he associated in daily life 
does not always avail him in his 
business. In this case it was not 
the kind of taste that would tend 
to make his business successful. 
He bought the best and prettiest 
that was going, but that was not 


what the patrons of his store want- 
ed. They 

who could 
novelties 


were 
not 


a class of people 
appreciate the 

which he bought, and, 
ntly, the goods were 
and could only be 
s 


conseqi 


of sale 


slow 
moved 


make business more profitable by a judicious system of advertising. 


Subscribers are invited to ask que stions, submit plans for criticism, or to give their views 
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rightly conducting the business, and how to 


Fones. 


Addre Yhas. F. Jones 
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at all by selling them eventually ¢ 
price s lower than they cost. 

This kind of good taste is to be 
avoided in all dry goods stores. 
Do not buy goods which would 
please yourself or your wife ; but 
buy goods which you know will 
please your customers ; cultivate a 
for such things will sell 
rather than for things 
look beautiful to own 
artistic eye. * 

The following item appeared 
this department some time ago: 

ASHVILLE, Tenn. 
wish to take advantz ige 
of your “Store Management” depart- 
ment to the extent of having this ques- 
tion answered by one whose experience 
will give considerable weight. 

In a city of 100,000 people would you 


taste 
well, 


as 


as 
such 
your 


* * 


Dear Str—I 


recommend in a large retail coal busi- 
ness the plan of having a man, or men, 
or possibly business-like young women, 
to follow up deliveries, say within about 
a week, to ascertain if the customers 
are satisfied with the coal and manner 
of delivery? Very respectfully, 
Coat DEALER. 


This is a good plan and I think 
would be very apt to make the cus- 


tomers feel inclined to give the 
concern another order when they 
have shown so much interest in 
having the first order satisfactory. 


There is one point about it, how- 
ever, and that is the expense. Per- 
haps the same effect can be ac- 
complished by mail. Use a return 
postal card. 

I recently received 
ing the 


a letter mak- 
following remark about it: 
We have us ed a reply postal for all 
new customers for a year. We hold 
a_ very large percentage of the people 
who come to us once. Of the postals 
sent out, about ten per cent come back 
with orders and we estimate about 
eighty per cent came to one of our 
offices or telephone for second and fol 
lowing lots. We believe in postal card 
ticklers to all customers, both old and 
new, three times a year. Respectfully, 
Geo: N. Hotmes & Co. 
* + * 
The greatest evil that exists in 
the retail business to-day is prob 


ably the accumulation of unsal 
able stock. This is caused by a 
great many different things, and 








42 
it is only by watching all the 
points that it can be avoided to 


any great extent. 
In the first place, 
old stocks accumulate because 
the buyer very frequently has a 
short memory, and, on top of that, 
a disinclination towards very much 
investigation to the condition 
of his stock. Buyers very fre- 
quently invest in a line of goods, 
say, early in the season, and if 
the article sells reasonably well, 
a little later on they are tempted 
to buy another line of the same 
goods, or to re-order their first bill 
without looking into the condition 
of the stock on hand to _ see 
whether they are duplicating some 
of the which still remain 
or not. 
The 
re-order 
go through 
buyer has at 


one way which 


is 


as 


gor ds 


to 
to 


world 


is 


only way in the 
goods successfully 
the which the 
the present time to 
just what pieces are sold out 
enurely and just what ones have 
only sold to a limited extent. In 
re-ordering, order the ones that 
sold well, but leave out the ones 
that have been slow to sell. 

Again, a buyer who has charge 
of stock which runs in sizes will 
very often re-order goods without 
investigating what sizes he still has 
on hand, and this is why there is 
so frequently such an accumula- 
tion of unsalable sizes in many de- 
partments. 

After the 


stock 


see 


goods are purchased 
are in the house they have to 
be sold some way, and the more 
bad sizes on hand the greater the 
loss will be. 

The buyers dress goods de- 
partment stores are, as a rule, en- 
tirely too careless in the way which 


or 


of 


they purchase goods. The buyer 
should know his stock better than 
any clerk that he has. He ought 
to know every piece of goods that 
is on the shelves. There is no ex- 
cuse for a man who buys for a 
stock not knowing just what 
goods are needed. It is as mucha 
part of his business to see that he 


doés not re-order goods which he 
already has it for him to 
see that he gets the proper price on 
the goods purchased. 


as 1S 


mistake 


Another very serious 
which some stores make having 
too many buyers for one line of 
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in 
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store 
as well 
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instance, 
which has come under 
the gegen of the 
to think it is his duty, 
the buyer's, to purchase 
for the different 
The buyer goes to the market 
buys his stock, and comes 
very well satisfied that he 
purchased everything that he w 
ed without over-loading hims 
The proprietor would then 
market and buy a stock of go 
for the same department witl 
consulting the buyer, and 
natural result was that nine tit 
out of ten both purchased a gi 
many things just alike. This 1 
essarily caused an accumula 
of goods which it was not pos 
to sell during any one season. 
There is only one way pos 
for two people to buy for 
stock, and that is for them bot 
go together and stay togethe 
he time that either is buying 
This, however, is a_ pra 
which is not an advantageou 
it nuch better to plac« 
business in the hands of 
petent person and hold him str 
responsible for any mistakes w 


For 


goods. 


O° 
5 


as is 


a 





may be made. 

In former years a dry g 
store did not handle anything 
cept ladies’ goods. Now they 
becoming more department 
than they are dry goods st 
and they handle in addit 
ladies’ goods a great many 
of goods which are used « 
sively by men. 

A large part of their ti 
these men’s goods is, of « 
through the ladies who pu: 
them for their husband or 
ers, or some one else. H 
reach the men’s trade witl 
gentlemen themselves is a qu 
which is puzziing many of 
goods merchants. They prol 
have a first-class trade am 
ladies and among a few of tl 
who are in the habit of buy 
dry goods stores ; but. the 
jority of men prefer to | 
store where men’s goods 
exclusively. 

The first point to be ol 


n 


in connection with a men’s fut 
ing department is to have 

all men to sell these goods. | 
can make their purchase of 


departmen 


he 


f 


rved 


1 
ish- 
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wear from men much more easily 
than a man can purchase his own 
goods from a woman. 

In the next place, in buying 
men’s furnishings, buy a consider- 
able line of novelties and up-to- 
date stuffs. 

When the ladies purchase men’s 
wear they usually buy staples and 
goods which are only intended for 


real service and where, usually, 
style is an entirely secondary mat 
ter. The majority of men, when 
they buy their own goods, 
are usually looking for something 


which is new, or has some element 

of style about it, as a great many 

of them leave the staple goods to 

—_ wives or their sisters to pur- 
lase,. 

Therefore, to catch the men’s 
trade and to get them to deal at 
the store in person, one must al 
ways have a fresh stock of nov 
elties, that are sometimes called 
“tony” goods, to select from. 

The great leader in men’s fur- 
nishings is neckwear. It is about 
the only thing in the men’s stock 
with which the dry goods mer- 
chant can at all times drawacrowd 
of customers. For instance, he 
might place in his window a line 
of shirts that were really worth 
$1.50 each and mark them 75 cents. 
This would draw a number of 
customers, but it would only draw 
such persons as were actually in 
iced of shirts. A man who al 
ready had as many shirts as he 
could wear would probably not 
stop to buy them, no matter how 
they were; because he 
would think that when he needed 
shirts he could find something 
else just as cheap, and a half 
dozen shirts at each would 
probably be more than he would 
care to invest in, simply because 
he had found a bargain. 

In neckwear, however, it is en- 
tirely different. A man always 
finds room for another necktie if 
he likes it, no matter how many he 
already has on hand; and there 
fore a line of neckties which were 
really worth 75c., marked at 35c., 
would draw a great crowd of 
people. 

What the merchant would have 
in his men’s furnishing department 
is a crowd of men. He wishes 
to get them into the habit of com- 


che ap 


Z5¢. 
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ing to his store to buy men’s goods. 
When he once gets them into the 
habit they will naturally come 
when they need something 
Therefore, it is sometimes a good 
plan to use neckwear stock as a 
leader. 

A great success could be made 
at a new men’s furnishing depart- 


else. 


ment by selling the neckwear at 
actual cost for the first year, or 
even for a longer time. Tt is an 
experiment which has been tried 
and found to work very success 
fully, to place in the window a 
line of neckties at cost. This 
draws the men into the store, and 


when once they are in buying the 
neckties, and when they the 
line of other goods displayed, they 
are apt to purchase anything else 
which they may desire. 

a great inducement which 
can be held out to men to buy in 
a men’s furnishing department is 
the fact that the department is 
close to the door. It is well to 
announce this in all advertisements 
and also to have a card in the win- 
dow stating the fact, whenever a 
window display of men’s goods is 
made. 


see 


* * * 


It is a great thing for any dry 
goods store to get the reputation of 


always having something new on 
hand in the way of new styles, 
new fabrics, ete. 


It is advant: geous, if possible, 
to be always receiving something 
new and different from what you 
have in stock, even if the goods are 
received in small quantities. 

I once knew of a store which 
made its entire reputation (and 
finally grew to be quite a success) 


from the fact that every Wednes 
day morning some new line of 
goods were shown. The _ pro- 


prietor of the store made it a busi 
ness to order something fresh and 
nice every week in first one line 
and then another; possibly each 
week receiving only one or two 
different things at the most. He 
made it a point that every week 
there should be something new to 
show the customers, even if he had 
to keep some of the goods received 
the week before done up in the 
original packages, until the follow- 
ing Wednesday, when he wished to 
open and display them. 
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The people in the city in which store that they might wish. Wher 
the store was located grew to look they are so trading they oug! 
for this as a regular feature. to receive the same _ attentio: 
Every week they expected that and courtesy from their fel 
there would be something new at low salesmen as any oan | yuyer 
the store, and they always came They deserve just as much atten 
in crowds to see the new thing, tion, and just as much effort t 


whatever it was, and to buy. please them, as any other custom 
As the dry goods stores of to- would receive. 
day handle so many different kinds In allowing them to shop fro 


of goods, this is a much easier stock to stock, it is well to have 
thing to do than in a store rsa rule that not more than half tl 
only one or two kinds of mer- clerks from any one departme: 
chandise are carried. For in- shall be away at any one tim 
stance, one week you may open up This prevents any stock from b 
a fresh shipment of fans, the next ing neglected, and the wants 
week, a fresh shipment of dress your salespeople can be as eas 
goods, etc., taking in all stocks one attended to by taking turn abo 
at a time. as if they all went at once. 

It is a very good thing to tr: 
your employees in this way to pt 

Most first-class houses of a chase goods from you. If they 
medium or large size have some not get any courtesies or fay 
kind of regulations about their from you, they are likely to 
salespeople buying goods from from store to store, wherever th 
them. It is only just that the sales- think they can secure the best b 
people buying goods should have gains, and it is not a good recor 
the very best facilities for buying mendation for a house to have 
from you what they wish to use own employees doing all th 
for themselves. It is the usual shopping somewhere else. Pe 
custom, and a good one, that they sons who are not acquainted w 
get a special price on anything the reason for this may very oft 
that you handle. You may either think it is because the salespeoy 
allow them the cost with a small know their goods and prices 
ver cent added to cover freight well to be fooled by them. 
and expenses, or you can allow ' . * 
them a uniform discount off of Circulation is usually the cl 
anything which they may purchase. th’ng to be considered by the 

Doing this does not in any way tail merchant when selecting 
hurt the store, but insures that all paper in which to advertise 
your salespeople will purchase after the circulation, possibl 
their goods from you. It also appearance of the paper itself 
leads them to believe that you are cut quite a figure. 
interested in their welfare, and are I will suppose you to have 
willing to share with li your papers, whose circulation, bot! 
profits which they may enable you to quality and character, is 
to make, by good service. actly alike ; one of them 

It is not well, however, that bright, clean sheet, printed 
the salespeople should be allowed clear ink and type, and has 
to buy at all times during the day, and attractive appearance 
at any time they may choose, as other is poorly printed on a 
they might to some extent inter- paper, and is yery much after 
fere with your other customers, order of the usual run of cl 
or it might cause a great many paper. 
salespeople to be absent from their In this case the better lool 
stocks, when they ought to be paper is usually more attracti 
there waiting on trade. Certain the readers, and is generally 1 
hours of the day might be devoted closely read, and _ therefore 
to this business—say an hour very advertisement is more likely t 
early in the morning, or an hour have effect. 
foes in the evening, in which the Matter printed on clear, 
salespeople should have the priv- white paper will show up 
ilege of buying anywhere in the advertisement much plainer and 


* * * 
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better than on the muddy white 
paper which is sometimes used. 

\lso a newspaper which takes 
pains in the manner in which an 
advertisement is set will be more 
likely to get up something which 
will attract people’s attention. 

Unless your advertisement is 
well located and well displayed, 
and in such a paper as will attract 
attention, you migfit as well throw 
your money away as to spend it. 

The class of reading mat- 
ter in a paper also may cause it 
to be a valuable advertising 
medium or not. Papers which are 
fully up with the times and give 
the better class of news, or of 
clean literature, will be better ad- 
vertising mediums than papers 
which are carelessly or poorly ed- 
ited. All these little things will 
count in the force with which your 
advertisement addresses itself to 
the public, and these points should 
be well considered before you ad- 
vertise. 

‘ ‘i * 

The signs throughout the store, 
displaying prices or giving infor- 
mation about goods, should al 
ways be neatly and carefully made. 
They are a very important part of 
the interior display of the 
and give a very shabby appearance 
where they are untidy and poorly 

The effect of good signs 
o sometimes spoiled by hang- 
ing them poorly, or placing themin 
a bad position, 

There are numerous little points 


about this that it would pay every 
1 


store, 





retail merchant to watch very care- 
fully. See that your signs hang 
straight ; they do not look very 


nice when one corner droops down 
the other. They are also 
easily spo‘led by fastening them to 
goods with pins, where the pin is 
sometimes removed and replaced 
in another position, leaving the old 
pin-holes showing. A sign should 
always be carefully placed with re- 
gard to its height from the floor. 
It should not be so high up that 
it is read with difficulty, or so low 
down that a person of ordinary 
height is apt to overlook it. 

Signs are best displayed by hang 
ing them on or from a stand, or by 
Iraming them neatly and placing 
them in the position desired. 

These remarks about signs apply 


he le W 
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as well to signs in the window as 
to those used inside the store. It 
is also well to be careful that you 
have your signs made and ready 
to place on goods as soon as the 
goods go in the window. If you 
intend to make a display of signs, 
why not get the benefit of it from 
the very first moment that you can. 
instead of waiting, as some houses 
do, for a half day or day, before 
they place their signs in proper 
position ? Another thing is to 
have your signs well worded and 
attractively printed. 

In printing your signs do not use 
generalities, but be specific in any 
information that you may choose 
to give. 

~ * ok 

If you are going to have an open- 
ing, whether it be spring, summer 
vr fall, have a first-class one, or 
none at all. Rather than have a 
poor opening do not have any, but 
just continue your business in the 
usual line, as if you were always 
open for business, without making 
any special demonstration. 

I know several firms that have 
hurt themselves cons‘derably by 
advertising to a great extent that 
on such and such a day they would 
have a magnificent opening, and 
when those days came around no 
particular evidence was shown in 
the store of such an opening, and 
the people who came to see what 
they supposed was going to be a 
grand affair were very much dis- 
appointed. 

An opening, to be a good one, 
should have on display the new 
styles and colors of the coming 
season. The store should be 
especially decorated for the pur- 
pose, and a special effort should 
be made to show everything which 
could possibly be shown to any ad- 
vantage. 

\ great many stores make a 
feature of having flowers or music, 
or both, on such an occasion, and 
such things certainly attract quite 
a crowd of visitors. They often 
pay well for the investment, as it 
is always worth any moderate sum 
of money to get your store talked 
about ; but they should never take 
the place of legitimate trade at 
tractions. These are what will de- 
light your customers and will sell 
your goods, 
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How Patteson 
AVED $590,000 


Reprinted from Newspaperdom, issue of April 26, rgoo. 





We are in receipt of the following letter from George P. 
Rowell, of the firm publishing the American Newspaper Directory 
and PRINTERS’ INK: 

NEw YORK, April 20, 1900. 
Mr. Chas. S. Patteson, Publisher of Newspaperdom, 150 Nassau St., New York: 
DEAR StrR—In your issue of April 12th you give place to the following words 
referring to the American Newspaper Directory : “There are works of like class 
now published which are more honest, fairer to all concerned, and altogether 
more reliable.’’ Similar statements have from time to time appeared in News 
vaperdom, and this is to inform you that if at the ex ee of one week you 
1ave neither retracted this statement nor furnished the name of one or more 
works of like class more honest, fairer to all concerned, and altogether more re 
liable, I will authorize my attorneys to commence a libel suit against you, fixing 
the damages at $50,000, and will attempt to furnish you the fullest opportunity, 
in a court of justice, to establish the truth or falsity of your charges. 
Iam your obedient servant, 
GEORGE P. RowELt. 

From this letter it might appear that in an editorial or news 
item prepared in the office of this periodical the reference, evidently 
offensive to Mr. Rowell, was taken. Such is not the fact. The 
sentence objected to occurs, under the heading ‘‘ Foreign Adver- 
tising,” in Newspaperdom of April 12th, in reprinted extracts from 
an address by H. E. Robinson, of the Maryville (Mo.) Republican, 
delivered before the recent meeting of the State press association 
to which he belongs. Mr. Robinson is named as its author in a line 
following the caption, and in a foot-note are stated the facts as to 
presentation at a press association convention. Fullest credit is 
therefore given to the source from which the article emanated ; in 
not a word is Newspaperdom’s approval or indorsement of its ex- 
pressions indicated. 

Upon the strength of these facts, it becomes apparent that we 
can not ‘‘ retract” words from the mouth of another. The “state- 
ment” is not ours. We reprinted Mr. Robinson’s address simply 
as a matter of news, in line with the usual contents of this journal, 
and likely to far its readers. Not a word of comment or dis- 
cussion was there as to the utterances of the speaker before a gath- 
ering of publishers. The characterization of the American News- 
paper Directory which Mr. Rowell appears to take so very seriously 
was voiced in a discussion of the causes of decrease in the volume 
of foreign” advertising in home-print weekly newspapers. These 
influences the speaker believed to be three in number: The attitude 
of Mr. Rowell’s Directory, the competition of the ready-print, the 
encroachment of the large-city daily. Only as one among several 
—incidentally—neither supremely nor solely—was the American 
Newspaper Directory named in the category. 

In the report under discussion, again, there is no intimation 
that the work in question fails to ably achieve the purpose for 
which it is supposed primarily and quite exclusively to be published 
—as a compendium of r atings and other information for the use of 
advertisers. 

As a journal 6f newspaper publishing, it is obviously within the 
province of Newspaperdom to print papers or contributions dis- 
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cussing the causes of growth or of decadence of the business ; and 
we have of course no other object in reproducing the ideas or argu- 
ments of publishers (which is done in every issue) than the legiti- 
mate dissemination of information likely to be helpful to our read- 
ers in their vocation. Surely the American Newspaper Directory 
and its system of circulation ratings for example, may be discussed 
by those either favorably or adversely affected, without offense to 
Mr. Rowell—even if the critic finds that work or that system detri- 
mental to the calling in the interests of which either is criticised. 
No greater objection was made to the Directory than to the ready- 
print. Both, together with the great city dailies, are designated as 
influences which, in the opinion of the critic quoted, are adverse to 
the business of publishing country weekly newspapers. It is not 
probable that Mr. Rowell will dissent from Mr. Robinson’s opinion 
that the home-print papers suffer from the ready-prints. The refer- 
ence to the Directory simply included it in this category. 

Considering the alternative presented to us by Mr. Rowell in 
the light of the argument followed above—from the same view- 
point—we believe we have demonstrated that, having fully credited 
the Missouri editor’s remarks, without indorsement or approval, it 
would be utterly futile for us to attempt to penetrate his mind or 
read between his lines, and state what work of like class he deemed 
“more honest, fairer to all concerned, and altogether more relia- 
ble.” So it is not for us to draw the comparison that Mr. Rowell 
must admit would be neither proper nor possible. 

Coming directly to the phrase that seems to have inspired the 
threatened action, we beg to direct the attention of Mr. Rowell and 
of all our readers to the fact that the gentleman quoted did not 
state that the American Newspaper Directory is dishonest or un- 
reliable. He qualified his allusion, making his estimate of the work 
in question simply relative. The very form of expression—the com- 
parative—adopted by the speaker indicates a concession on his 
part to a degree of honesty, fairness and reliability possessed by the 
work in question. If that be the correct analysis (as it appears to 
be the inevitable interpretation) of Mr. Robinson’s remark, the 
reference can hardly be shown to be in any measure libelous, 

However, the fact remaining that Mr. Rowell considers himself 
aggrieved, and it being very far from Newspaperdom’s intention to 
do him or any one else an injustice, we candidly admit that Mr. 
Robinson’s characterization was at least unfortunate, and confess 
regret that the offending words should have been copied into our 
columns. 


Reprinted from the National Advertiser, May 16, rgoo. 

I have never found symptoms of hyperzsthesia in George P. 
Rowell. Through all the attacks upon his green-covered Directory 
he has borne himself with a philosophic serenity beautiful to be- 
hold. Apparently his patience is exhausted, for he threatens 
Charles S. Patteson, of Newspaperdom, with a $50,000 libel suit, 
because that gentleman published, concerning the Directory, these 
words: ‘**There are works of like class which are more honest, 
fairer to all concerned and altogether more reliable.” 


American Newspaper Directory, 


Published June 1, rg00. 32d year; 2d quarterly issue; 1434 
pages. Price, five dollars. Delivered, carriage paid, on re- 
ceipt of prices GEO. P. ROWELL & CO., Publishers, 
No. ro Spruce Street, New York. 
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Every One Looks Up 














others look to the cards in 








Se te to a high ideal, while 














Kissam’s system of Street 
Car Advertising, which reader 
and advertiser have found to be 


mutually profitable. If you are 





a beginner in advertising, look 
into our system of Street Car 
Cards and you will see why the 
leading advertisers use our cars. 


Fourteen branch offices in the 




















leading cities testify to the vast 
growth our system has obtained. 


























253 Broadway, N. Y. 


Written by John J. Griffin, Albany, N. Y. 























